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ORGAN 0 F BRITISH ADVERTISING 


“52 weeks advertising...” 


(murmured Punch) 


** That's what we want 
but we can't afford it,” 
(complained the client) 
“Our appropriation is 
only about £2,000." 


“That'll cover it,”” (said Punch) 


“It goes nowhere these days,” 
(whined the client) 


“It goes in Punch,” 
(said Punch) 


me ‘It gets you continuous readership,” 
(said Punch) 


“Punch is being read every day,” 
(said Punch) 


“In stately homes and 
unstately homes,” (said Punch) 


“Everywhere. By everyone. 
By Jove, you get 
your moneysworth when 


you spend £2,100 on... 


12 half-pages in Punch” (saia punchy 


L. VERRINDER, ADVERTISEMENT MANAGER, ' PUNCH 9. BOUVERIE STREET, E.C4 SENTRAL 9161 
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GOOD PRESS FOR 
PRODUCTIVITY 


Average UK sale of the series 
of 67 productivity reports issued 
by the British Productivity 
Council in 1953-54 was over 
7,000, a progress report reveals. 
Over 10,000 of the Council's first 
“action mphiet,” Why Pro- 
ductivity ?, were sold within three 
weeks of publication. 

The report records good ~ 4 
port in the press for the Council's 
activities. During the period 
some 6,000 clippings were re- 
ceived; in a sample four-week 
check they amounted to more 
than 1,000 column inches. “The 
mainstay has been local press 
reports of BPC work,” states 
the report, “but other valuable 
outlets have been provided by 
the trade press, the journals of 
professional institutions, of em- 
ployers’ organisations and of 
trade unions, Substantial space 
has also been devoted by national 
daily and Sunday newspapers to 
such themes as the successful 
development of the circuit 
scheme, in addition to reviews of 
the Council's publications.” 


Inquiries average 


one a minute 


An information bureau will 
form part of new London offices 
for Kemp's Commercial Guides 
Lid, which were opened at 299- 
301 Gray’s Inn Road, London, 
on Monday. 

For some time Kemp's have 
been answering commercial in- 
quiries free of charge to sub- 
scribers to their directories. Now 
the inquiries are arriving by tele- 
phone, telegram and letter at the 
rate of one a minute. 

The gay! ceremony for 
what is to be known as Kemp's 
House was performed by the 
Mayor of St. Pancras, Cr. A. J. 
Bryant, JP. 


To The Editor .. 


Civil defence 
poster criticised 
Sim,—The public are reading 

in the newspapers nowadays 
authoritative statements that civil 
defence is, and will be, vital to 
the defence of this country if 
ever war descended upon us 
again. 

I would ask, Sir, whether, ir 
the opinion of your readers, the 
pone now appearing on the 

oardings which contains merely 
a enpers of a rather good 
looking human being with an ex- 
pressioniess face, wearing a 
Civil Defence beret, and in close 
juxtaposition with the well-worn, 
and thoroughly out-moded 
phrase: “Join Civil Defence,” is 


THIS WEEK 
Photograph of the Month— 
page 42. 


NEXT WEEK 
Market Survey of Yorkshire. 


likely to inspire anyone to do 
so? Is it, in any way, likely to 
counteract the more dramatic 
and colourful doctrines adopted 
by those who, for reasons best 
known to themselves, are tryin 

to negative any efforts on beha 

of civil defence ? 

Advertising has been, and in- 
deed still is, under fire from 
many quarters as an unnecessary 
factor in human affairs, and | 
suggest, if it is not possible for 
the advertising community to 
a a better example of its 
technique and method in the in- 
terest of national needs than 
this uninspired poster, then it 
stands, I fear, very little chance 
of ever convincing its critics as 
to its real worth. 

Tom HEPPELL. 
2 St. Mary’s Lodge, 
Pine Grove, 
Weybridge, Surrey. 


Ronson’s window 
display 
Sirn,—May I politely suggest 
that your “ Copytaster” sees an 
oculist. He says, in the current 
issue, that while my company has 
devoted half-pages in national 
newspapers, etc., to the new Flo- 
line, he could see nothing but 
“ Whirlwinds ” in the window of 
our Strand showroom. 
This is most odd. Our show- 
room window has a display 
exclusively devoted to the 


Flo-line. It has been there, more- 
over, for many weeks, and it 


contains not only specimens of | 


the Flo-line in every finish but a 
very large photographic display 
piece which is visible from the 
other side of the road. 

“Copytaster” asks whether 
ulcers are the advertising agent's 
occupational disease. 

He should know. 

W. Jones. 

Managing Director, 
Ronson Products Ltd. 

“Copytaster's” remarks referred 
to a retailer's display of Ronsons 
near the Law Courts in the 
Strand. This was not, of course, 
Ronson House, also in the Strand, 
where the window display co- 
incided with the national press 
advertising for the Flo-line, and 
we regret that this was not made 
clear.—Eptror. 


Use TV to sell 


advertising 


Sin,—In the light of the 
incredibly weak and dull pro- 
gramme on advertising organised 
by the BBC it is to be hoped that 
the Advertising Association will 
be among the first advertisers to 
use commercial television to sell 
to the people of this country on 
the real place of advertising in 
economic life. 

What is particularly needed is 
a campaign to women, to make 
them realise what life would be 
like for them if all advertising 


ceased. 

MArTIN H. Perry. 
Managing Director, 
Marketing Consultants Ltd. 


Psychology and 
saving 


Sir,—I am mystified by one of 
the posters in the new National 
Savings drive. It is the one which 
boldly proclaims: “Wanted, two 
million new savers in new 
National Savings campaign.” 

What is the point of stressing 
to the public that it is a new cam- 
paign? oo! a more subtle 
approach would be more effective. 
The public should not be told that 
there is a determined drive to get 
them to save. That is bad psycho- 


~ ¢ ’ 
dvertisers of soap, soft drinks 
and cigarettes don’t use such 
slogans as “You must buy our 
uct because we have just 

unched a big selling drive.” 
Barry EDWARDS. 

East Finchley. 
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200 exhibitors at 
the Shoe Fair 


With a completely revised lay- 
out, the 1954 Shoe and Leather 
Fair at Olympia, which was 
opened on Monday by Lady 
Barnett, is stated to be the biggest 
this country has known. There 
are over 200 exhibitors. 

The Phillips Stick-A-Soles and 
Heels stand stresses the impor- 
tance of press advertising in sel- 
~ their products. Their stand 
is headed “Truth in Advertising, 
the public agrees with me.” It 
shows the well-known figure of 
the Phillips craftsman (a _ficti- 
tious cobbler) surrounded by 
extracts from recent letters from 
the public. Display material 
stresses that the Phillips Crafts- 
man broadcasts his message to the 
public in newspapers, magazines, 
the underground and thousands 
of shop windows. 

The Financial Times issued a 
4-page Boot and Shoe supplement 
on Monday. 


Film series for 


public relations 


As part of the public relations 
campaign launched by East 
African Railways and Harbours, 
a series of newsreel-type films 
are being produced under the 
title, Always Building a Greater 
East Africa, and a cinema is be- 
ing built at Nakuru as part of the 
showing plans. 

Photographed by the railway's 
own shetaamnhie unit, the 
material is flown to En d for 
editing, and recording the sound 
track, by Gateway Film Produc- 
tions, Ltd. The first two films 
were returned completed to East 
Africa in just over three weeks. 

Agents for the public relations 
scheme, which includes press 
advertising on a wide scale, are 
F. C. Pritchard, Wood and 
Partners, Ltd. 
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How does the Milhado Organisation Work ? 


{ SHEFFIELD 
~ 
* 


The slogan of the Milhado organisation is —not to stay 
behind your desk. And so during one week in September, 
whilst Albert Milhado got the best information of the adver- 
tising world in Western Europe, Ralph Morpurgo, Ronald 
Vickery and Norman Pogson visited advertising agencies and 
industrial concerns to give them up-to-date news of adver- 
tising abroad. 

No wonder that agencies and export firms use the Milhado 
machinery for their advertising in foreign countries. 


ALBERT MILHADO & CO LTD 


140, Cromwell Rd., London, 5.W.7. Tel; FREmantle 8592/3 (4 lines) 


The experts on foreign advertising 
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“My Daily Mail” 


“VE READ the Daily Mail for almost as long 

as I canremember. It’s a paper that reads 
itself, so to speak—by which I mean that its 
reports and features, on any subject under the 
sun, are always clearly and interestingly written. 

You probably know that I’m rather an air-minded 
person! So the Daily Mail is a paper after my own 
heart. It always gives prominence to the latest achieve- 
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ir William Miles Webster Thomas, 
D.F.C., has been an armoured car 
driver in East Africa, a stunt flier in Egypt 
and a motor car manufacturer in Oxford. 
Chairman of B.O.A.C. since 1949, he has 
played a notable part in making possible— 
and making known to the world—Britain’s 
post-war achievements in civil aviation. 
Recreations: talking about aircraft—and 
keeping quiet about his occasional ‘air 
shots’ on the golf course! 


by SIR MILES THOMAS 


ments in the air. It always has—since it sponsored the 
first cross-channel flight in 1909 and presented Blériot 
with a thousand pounds for his success. I often think 
now, when I fly above the Channel, what a well-spent 
thousand pounds that was ! 

As a busy man, I particularly admire the way the 
Daily Mail reporters crystallize and condense news items 
so that one obtains essential, accurate and memorable 
information in the shortest possible time.” 


an ———e nee *: —— 
te F — re  cdiaall 
i eC 2 Ocroser 7, 1954 
> 
oe 
a " — Te rage v0 6 . 
: , - ct yemm ne i irc RRs am . ner ; - 
a a ? . ea Sie 6 ° 
- ol : wea <>. ation el eS AR eg my = ma te neem , 
re } : ‘ i eal 1 
‘ 3 oy ‘ 
3 ' , Ester % 2 >. ° 
REY 7 oo ae aie 7s * 4 ds Ee 7. ver “2 hah "tog “ 
: JP >> 9 ae a? Re ok : we. Sip at ha: 
ee aaa -: ee BE?! —E——— 
iy ———eo lee " nn - ‘ieee 
j 7. # : Py a ee ALG TIOGA emcee: tail 
2 | ~, % . Ba MER 
3 ’ /ij— Pax 
t ? om ‘ ayo 2 Wig tees 3 eet 
-— . , * Pe” ' ae , 
SS Bin ‘ao 
“é i : ¢ J fi ee i ae 
ae , “FF. ina” ~ * “_ ee . 3 , noe ey ‘3 Ox hs rr. 
Ak . hes oS im 4 be _ ar ¢ > ‘ a * the 
fete 3 : ‘ > ~ sie « ee a “ly * 
Py Y) ; y ae Peel z € 
ae a i “ ... i , F wee ‘ ae 3 
te ‘ * FY  * % —a. Si aa 4 * 
i 6 3 ix - _ rs ia 7 ge if 
c : as rt, F aie yi Baek a , 
h at u Bae = 2h ae ee me ! rf we elee . . 
5 oy . ae 5 : it a F oS ee ay’? 
: 4 F t 2X xX re eee " a ; e . ae > es _ $ 
bi en ’ ants are a. ae . r fee awe re. ae 
oh : pes rie a ‘ 3 ak 2a ri i ‘ 
Y ; eee ee ia iit : cee eres = ieee, > ae - 
: pote. te iene: # Kia ‘ (ge C ‘ a : : * Sy on eee ae ee oe of. ae at 
tk ap yg * = = pe eee i a 4 
eS  — rare Be *! m ia ee , eee a aw 
Me ¢ ne ‘ a Paes Seis = 5 y 1a * 3 iP im! : oo \ f° & 
ae 6 ae epee ‘ a 2 / ‘ iS = 2a oa _f -£ 
<E a a dl te Vas as ag j p ce ee ae ty ‘AS Ba 3. an fo & 
me oe ee ae 4 ee an 
ae ee OS ae ot — sll 
; Oe. be i ee Ta Oe x ri a yst |, oe a a. 
= et’ eas eo eee, ee : a or . ff “fe i+ 9 eee * 
; 6 = a ‘dae f ie Zz ier i ies Ge f be ; cf. fi Z . s * loaesa ig il ‘4 : 
sh = ARR Se “ee — ie Pm et, a { 
i ’ a 1465 Me ped ‘ 4 i es “a . 
2 j ies. sity te oe a sae iy ‘ ce * f ats 53 a ; ey oe ‘sera wake 
tig hee tay gy Ba “- Sie tae A 2 r 7 | *. ~ . a Ea eg 
# oh a aoa Be ie ft Ce aan y.. ‘ oy cat is, Mra ia, a 5 ae 
‘ i vi ome | ae +A es £ ty Jie ee ss ‘dh e Poets 
; meet Es oe a i: _ ie, Ag eigen ee Reet ace “eeu =o 
ae ata <n. fe “ey Eo b. den b - ae inl 5 ae hind! 4c \ Oe 
a ieee jaa ee i ; vol > es i F Or ete : 
‘ oy} 7 am * Sai 2 ae [ere ei eee ae RL ‘ aes et) 
ba aie, 5 = ay ¢ Sigh 13 ee Rie 4 oe Be Sei ig (Ri i mp oa % 
ae A ee kK ‘Ne vr is ot a * : 
is bya . a Nees eens: > aa UE ML comely tae Bos ct 
a a ae *Al2 n= ate ? er 5 x + 7 
TT % wre Pre rs: ic Ae $ 1 ci § a : Y 
- x : sb Aries cae P,. 
, Myf ei” 5) 4 ee 
oo a Fenn ie : , 
: eee “ 
. pg ee ’ 
 pere. Zz, 
: ait Pie ee 
ae es ae 
bs ¥ “es c) te : 
< . re 
. — ra 
nn 
* eee Oe” oe gfe ¢ if 
; . a ‘ I 
e ‘igake = 2. : . oe ‘ 7 “ om k i 
d 4 *: cane _ a ae eng ay " eS. : 
Ss Sy Win cllias oie 2 a ee 
ms ; Aa ; we , sat tog ti eas a ei 
ze ry ae. | 
ioe 7 \a id mex a “ >} 3 _ “ae! of 
fe + cr ae Mo _— * a 
a ‘ < Ot a ae a ey iP -, Sede > a8 | : : (ae 
a = cS 
a if 
iS 
ay. i 
ae ~ SS RE 
; , 
- ne 
=. 4 ¢ 
Phi Li 
; a a n =e 3 Se : sus ; : yy R 
iat ) = i lai ir, ——— 3 . he ae le ee a ee ee 
hee a ae a bh Says) ) ee Ae 
en. a ee Eiey § . 3° ie a ee | ce ee See ie 


OctToper 7, 1954 


‘Eelegrap 


INTRODUCES YOUR 
tees 19 TO THE 


OMES OF 
NORTHERN 
IRELAND 


Vol, 166 


180 Fleet Street, E.C.4 
52/6 A Year Post Free 


Advertiser's 
Weekly 


The Organ of British Advertising 


No. 2,154 


"Phone: Chancery 8844 
55/- Overseas 


THURSDAY, OCTOBER 7, 1954 


ADVERTISER'S WEEKLY 


INTRODUCES YOUR 
PRODUCTS TO THE 


HOMES OF 
ORTHERN 
RELAND 


Appeal for 1,000 hoteliers to support 


group ad _ scheme 


PLAN FOR’ BIGGEST-EVER CAMPAIGN 
TO BOOST BRITISH HOTELS 


The British Hotels and Restaurants Association are plan- 
ning to launch their biggest-ever campaign to advertise 
member hotels of the Association. They hope that an appro- 
priation of £45,000 will be spent in the national and 
provincial press and leading magazines next year. 


To collect this sum the Asso- 
ciation have canvassed, by a 
brochure sent to every one of 
their over 4,000 members, for 
1,000 members to contribute £45 


each. For this, the brochure 
states, each hotel contributing 
will receive 37 insertions—by 


name—spread over the papers 

used for the campaign. 

Objects are to: 

@ Extend the holiday season, both 
early and late. 

@Counteract the publicity of 
foreign travel, holiday camps, 
caravan holidays and holidays 
afloat. 

®@ Attract business to conference 
hotels, 

@ Reach the nine million people 
in this country who at present 
do not go away for their holi- 
days. 

The brochure outlines the 
schedule prepared by the associa- 
tion’s advertising agents, Press & 
General Publicity Service Ltd, A 
total of 19 half-pages, 50 twelve- 
inch across four columns, and 32 
eleven-inch triples will appear in 
the national and provincial press, 
and 19 whole pages will be 
booked for insertion in Holiday 
Fanfare, a News Chronicle pub- 
lication, and other periodicals, in- 
cluding Tatler and Country Life. 

For their insertions, hotels will 
be listed, classified in price cate- 
gories, under their respective 
towns, which will be arranged 
alphabetically in geographic 
groupings. The 37 insertions 
which each member will receive 
will be split into 12 national press 
insertions, 20 in the provincial 
press, four in periodicals and one 

-in Holiday Fanfare. 

Each advertisement will there- 

fore carry a selection of hotels in 
@ Continued on page 56 


17 agencies at 
TV talks 


Considerable progress was 
made at the second meeting held 
on Tuesday to discuss the scheme 
for an advertising agents’ “co- 
operative” for television on the 
lines of the PA-Reuter service to 
the press. 

Seventeen agencies were repre- 
sented, 

After expressing unanimous 
approval of the idea in principle, 
they appointed a small committee 
to formulate detailed plans. 


Discussions with ITA 


Discussions are still continuing 
between potential programme 
contractors and the Independent 
Television Authority about con- 
tractors’ programme plans and 
financial resources. An an- 
nouncement about allocation of 
times is possible before Sir Ken- 
neth Clark, ITA chairman, goes 
to the USA ona Friday of next 
week. 


Next year’s annual con- 
ference of the Advertising 
Association will be held in 
Brighton from Thursday, 


Brighton is chosen as the venue for 
next year’s AA conference 


May 5 to Sunday, May 8. 
The Conference was last 

held in Brighton in 1952, the 

first ‘streamlined’ event. 


Repeat plan for 
film festival 


The first international adver- 
tising film festival held in Venice 
last week was such a success that 
it will be held again next year 

This year it was held in con- 
junction with 
the fourth 
Italian Ad- 
vertising 
Conference, 

Ataspecial 
meeting after 
the festival, 
Ernest Pearl, 
of Pearl & 
Dean Ltd., 
the British 
advertising 
film pro- 
ducers and 
distributors, 
was re-elected president of Inter- 
national Screen Advertising Ser- 
vices, the organising body. _ 

A sub-committee was appointed 
to investigate place and time for 
next year’s event. An announce- 
ment will be made in the new year. 
Full Report p. 5. Comment p. 14. 


Ernest Pearl 


IPA CONFERENCE 


OPENS TO-DAY 


To-day (Thursday) the Institute 
of Practitioners in Advertising 
begins its national conference, 
which is being held at the 
Grand Hotel, Birmingham. 

To ensure complete freedom of 
discussion, only Fellows and 
Members are admitted to the 
business sessions to-morrow 
and Saturday. These will be 
mostly on domestic subjects, 
such as recruitment and educa- 
tion, public relations of* the 
Institute, and agency-client 
relationships, but there will 
also be a session devoted to 
television advertising. At the 
open discussion on Sunday 
morning, all delegates will be 
allowed to take part. 

The social programme includes 
the reception by the president, 
Lt.-Col. Alan M. Wilkinson, 
and Mrs. Wilkinson, this even- 
ing, a dinner and dance to- 
morrow evening, a visit to see 
the production of the Sunday 
Mercury, and outings to Bourn- 
ville and to Warwick for the 

delegates’ wives. 
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Kemsley’s ‘Empire News’ is now 


‘Wales’ own Sunday paper’ 


PRINTING IN CARDIFF MEANS LATER 
COVERAGE ALSO FOR WEST COUNTRY 


K EMSLEY’s “Empire News” has become the first 

Sunday newspaper to be printed in Wales. Bearing on 
its front page the symbol of the Red Dragon of Wales and 
the words “Wales’ own Sunday paper, printed in Wales for 
Wales,” it is able to carry news eight hours later than when 
the whole of the paper was printed in Manchester. 


Last Sunday's Welsh issue ap- 
peared with a big front page 
announcement by the editor: a 
panel stating that the Empire 
News is inaugurating a “Welsh 
Sportsman of the Year” Trophy, 
and goodwill messages from Sir 
David Maxwell Fyfe (Minister 
for Welsh Affairs), Peter 
Thorneycroft (MP for Mon- 
mouth and President of the Board 
of Trade), the Lord Mayor of 
Cardiff, the secretaries of the 
Football Association of Wales 
and of the Welsh Football 
League, and a number of MPs 
and other notabilities. Page 5 
consists of purely Welsh news , 
age 6 of Welsh features, headed 
ast Sunday by an article, “Land 
of My Fathers,” by Jack Jones, 
the noted Welsh author ; page 7, 
a diary feature, gossip and news 
about Wales ; and pages 9 to 12, 
Welsh sports news and features. 
The non-Welsh pages are brought 
down as “mats” by rail from 
Manchester. 


Big publicity drive 


Heralded by a powerful short- 
term publicity drive, including big 
spaces in the paper itself, and in 
morning, evening and weekly 
papers throughout the Princi- 
pality, as well as transport and 
railway station posters, many 
colourful double crown bills, 
showcards, window stickers, and 
a leaflet “mock-up” of the front 
page for newsagents, the new 
development was outlined to 
wholesale and retail newsagents 
at luncheons at Cardiff and Swan- 
sea by Eric W. Cheadle, director 
and director of development, 
Kemsley Newspapers, who read 
co.dial good wishes from Vis- 
count Kemsley, himself a native 
of Wales. 

“Just as the Empire News was 
the first provincial Sunday news- 

aper, so it is to become the first 

elsh Sunday newspaper,” said 
Mr. Cheadle. 

The presses were set turning 
on Saturday night by Ald. Huw T. 
Edwards, chairman of the Council 
for Wales and Monmouthshire. 

At a press conference in Lon- 
don on Monday, Mr. Cheadle 
said that in addition to catering 
for Wales in this way, the print- 
ing in Cardiff made possible the 
production of a better and later 
‘West Country special edition.” 
Although the Empire News had 
been well entrenched in Wales, 


distribution difficulties had re- 
tarded its progress in South and 
West Wales. 


He recalled that the predecessor 
of the Empire News, The Umpire, 
was founded 70 years ago. In 
1917 it became The Empire, and 
within three months its title was 
changed to Empire News. Now, 
with a minimum sale of about 
2,000,000 copies every Sunday, it 
was the biggest seller of the 
Kemsley organisation. Produc- 
tion has gone through extremely 
well, In many areas on Sunday 
copies were completely sold out. 


Contents bills: 


new ruling 


Weekly newspapers have given 
an emphatic “Yes” to the News- 
print Rationing Committee's 
questionnaire on whether they 
wish to use printed contents bills. 
The Committee’s rules have 
therefore been amended to permit 
them to do so. 

The questionnaire was sent out 
when Lord Woolton, former 
Minister of Materials, announced, 
early last month, that manage- 


ments of weekly newspapers were™ 


now eligible to apply for licences. 
In a letter sent out on Monday 
to announce the change in the 
committee’s rules, F. P. Bishop, 
its chairman, stated: -“Morning, 
evening and Sunday newspapers 
and other categories not included 
are reminded that printed contents 
posters remain prohibited.” 


The “Junior Mirror” adver- 
tisement rates are going up by 
50 per cent on November 1, 
and the “Sunday Pictorial’s” 
a per cent on January 2, 


These rises are based on 
circulation increases. 
“Junior Mirror’s” pre- 
sent rate of £40 per column 
was based on a sale of half 
a million. But the present 
sale is in excess of 1,400,000. 
“The increase in rate to 
£60 per column will mean 
that the ‘Junior Mirror’ is 
still one of the cheapest ‘buys’ 
in this class of publication.” 
A. lL. Morison, advertisement 
director, claims. 
The “Sunday Pictorial’s” 


‘Junior Mirror’ and ‘Sunday 
Pictorial’ ad rates up 


basic column rate will rise 
from £344 to £378 10s. Over 
the July-December, 1953, and 
January-June, 1954, 
the paper’s ABC figure rose 
by 183,000. This, claims F. P. 
Debenham, advertisement 
manager, is a rise of “more 
than twice that gained over 
the same period by any other 
national Sunday newspaper.” 
Other examples of how the 
rate increases will operate are: 
column rate, front half of 
paper, from £414 to £455 10s.; 
6] in. d.c. semi-solus page 2 
or centre spread, from £473 to 
£520 5s.; half-page, from 
£1,655 to £1,820 10s.; mail 
oy from £430 per col. to 


Laurence P. Scott, managing director of the Manchester Guardian & 
Evening News Lid., gave a luncheon party on behalf of the “Manchester 
Guardian” to B. Bywater and Cr. Lionel Biggs, in recognition of the work 
done in helping to develop Manchester airport. Mr. Bywater was recently 

pointed sales manager of Air France for the United Kingdom and 
raf Biggs is chairman of the Manchester airport commitice. In the group 


r. 
above are (1. to r.) Mr. and Mrs. Bywater, Mr. Scott, Cr. and Mrs. Biggs, 
g : and Mrs. Scott. ——— 


YARCLERNS 
Baa "oor 


This ultra-modern delivery van has 

been designed by Macleans Lid. and 

built by Commercial Motors 

(Harrow) Lid. It is the only one 

of its kind and is at present being 

used for deliveries in the London 
area. 


Now—a weekly 
“Woman’s Sketch’ 


The Daily Sketch is to launch 
an eight-page Woman's Sketch. 
It will appear on Friday of next 
week and every subsequent Friday 
as part of weekly 24-page issues 
of the Daily Sketch. 

In addition to a large number 
of women’s editorial features, a 
considerable volume of advertis- 
ing of special appeal to women is 
expected. The advertisement rates 
will remain unchanged. 


NO CHANGE IN 
PAPER PRICES 


As forecast recently in Apver- 
TISER’S WEERKLY, prices of the 
main categories of printing papers 
are to continue unchanged until 
the end of the year. This decision 
was taken at producers’ meetings 
last week, 

Whether the stable conditions 
in 1954 will be maintained in 1955 
is problematical (writes our paper 
trade correspondent). There are 
indications of firmer prices for 
wood pulp next year and paper 
mills also face higher costs for 
wages and chemicals. 


Evening paper 
hit by strike 


A meeting is to be held to-day 
(Thursday) between the manage- 
ment of Kemsley Newspapers’ 
Newcastle Evening Chronicle and 
the paper’s machine-room chapel 
of one of the printing unions. 
This followed the strike action 
taken by the chapel which 
resulted in the non-publication of 
the paper last Thursday, Septem- 
ber 30. 

Labour was withdrawn by the 


chapel after a dispute involving a 


member of the Kemsley House, 
Newcastle, publicity department, 
who is a member of no union. 
Other departments in Kemsicy 
House continued to work as 
usual. On the advice of union 
leaders the strikers returned to 
work that evening to prepare the 
following morning's Newcastle 
Journal. 
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BRITISH PRODUCTIONS AMONG WORLD'S BEST 


ADVERTISER'S WEEKLY 


‘Mint with the hole’ film wins impact prize 


at international screen ad festival 


MAJOR AWARD FOR ITALY: FRANCE, 


GERMANY, AMERICA AMONG WINNERS 


A British film won the diploma for advertising impact in 
the first international advertising film festival held in conjunc- 
tion with the Italian Advertising Conference in Venice last 
week. The successful entry was a Screenspace Ltd. series for 
Rowntree’s Polo—“the mint with the hole”—and the films 
were directed by André Sarrut and Jacques Asseo. 


More than 200 films from 17 
countries were entered for the 
festival which was organised by 
International Screen Advertising 
Services, of which Ernest Pearl, 
managing director, Pearl & Dean 
Ltd., London, is president. It 
was an open competition and 
most entries were from firms not 
belonging to ISAS. 

The major award, the Grand 
Prix dISAS, went to the host 
country Italy for an animated 
film produced by Ferry Mayer for 
Chiorodont toothpaste. Other 
countries represented among the 
winners were Germany, the 
United States and France. 

The films were judged by a 14- 
strong international jury. Com- 


Winning films to 
be seen in Britain 


Copies of the, winning films 
may be obtained from Bruno 
Kiewe, secretary of International 
Screen Advertising Service, 33, 
Dover Street, London, W.1. 
Private showings can be 
arranged at the Pearl & Dean 
Ltd. cinema in London. 


menting on the results, the presi- 
dent of the jury, H. Henault, 
president of the French Publicity 
Federation, said: “This was a 
splendid time to have this com- 
parison between the advertising 
films of various countries because 
screen advertising is increasing in 
importance and improving 
rapidly. 

“The average quality of produc- 
tion is now high and it was 
interesting for the jury to com- 
pare the techniques of various 
countries.” 

M. Henault said it was a good 
thing to hold the first festival of 
this kind in Venice which was the 
centre of the great entertainment 
film festival. 

“The advertising film,” he 
added, “in a modest but useful 
place, has the right to be recog- 
nised as a part of the major 
festival. 

“More and more the adver- 
tising film becomes part of the 
cinema programme, and its 
quality must be as high as that 
of other films.” 

The jury had been impressed 
with the fact that this level of 
quality was being reached. The 
task of selection had been very 


difficult. There had been good 
films in each category. 

The festival cinema 
packed for every public session 
by film and advertising men 
from all parts of the world. 
There was a strong contingent 
from Britain. 

Competition was keen in all 
four categories—cartoon, pup- 
pets, marionettes, animation, live 
action, and series. 

Italy, Germany and France 
dominated the cartoon and 
puppet and animation sections, 
but several British films reached 
the short lists for final selection 
in the live action and film series 
categories. 

In live action, a Screenspace 
Ltd. film for D. H. Evans, the 
London store, was runner up to 
a German winner. Also in the 
running was a Pearl & Dean 
prosectian (film director Byron 

loyd) for Lux Toilet Soap—“A 
Star.” 

Well placed in the initial selec- 
tions in the series class behind 
the American winner were the 
Polo films which later won the 
diploma for advertising impact, 
and a Pearl & Dean production 
for Coca-Cola. The Polo films 
were also in the last three for 
colour and for effectiveness and 
originality. 

There were no awards for in- 
dividual producers, but Andre 
Sarrut was clearly established as 
the most outstanding. 

Members of the jury were 
Paul Althaus (Switzerland), 
Hubert Oughton (Britain), Wilh 
Tigges (Germany), H. Henault 
(France), E. Bouchez (Belgium), 
Dino Villani (Italy), Roger Mery 
(France), W. A. Cathles (Editor 
of ADVERTISER'S Weexky, Great 
Britain), Georges Heylen (Bel- 
gium), Hubert Strauf (Germany), 
and four Italians, Cimatti Gan- 
dini Eugenia, Paolo Boldrin, 
Vicedomini Lavinia and Paolo 
Pelegrini. The jury was repre- 
sentative of advertisers, agents, 
the cinema, critics and the 
consumer. 

The Grand Prix—a handsome 
piece of Venetian glass—was 
presented at a dinner given by 
the Italian Publicity Federation, 
who were thanked by Ernest 
Pear! for the hospitality extended 
to ISAS. 

At an ISAS luncheon, Mr. 
Pear! thanked all who had helped 
to make the film festival a suc- 


was ~ 


V ~~ hey 
— | 
‘ 


Two stills from the prize-winning 


Polo films. 


cess—‘‘a most remarkable success 
which encourages us to think 
of running such events annually 
in future, perhaps in different 
countries.” 

The festival organising com- 
mittee was headed by Aldo da 
Coe. with Dr. Carlo Masseroni 
as secretary and Bruno Kiewe 
(ISAS secretary), and Pierre 
Picherit as members. They were 
thanked by the jury for the 
efficient organisation of the judg- 
ing. 

There was a full social pro- 
gramme for everyone connected 
with the film festival, with events 
arranged by both ISAS and the 
Italian Advertising Conference, 


(See Mainly Personal, page 50.) 


FULL LIST 
OF AWARD 
WINNERS 


Grand Prix d'ISAS : “Il Circo,” 

oduced by Ferry Mayer for 

hlorodont toothpaste, (Italy). 
Fiim director—Paul Bianchi. 

Cartoon Film: “I! Segreto Di 
Cenerentola” produced by Ferry 
Mayer for Persil. (Italy). 
Puppets, Marionettes, Anima- 
tion: “ Grosse Zauberer,” 
owen by Fischerkoesen Film 

roduktion for Starmix, (Ger- 
many). Film director — Hans 
Fischerkoesen. 

Live Action: “Gehetzt,” pro- 
duced by Insel Film G.m.b.H. 
for Hag Ag coffee. Film director 

Hell Renard. 

Series of Films: “The Street 

.” “The Night Club,” “The 
Seashore,” “Winter Sports,” pro- 
duced by R. J. Oulmann for 
Camay Soap (United States). 
Film directors—André  Sarrut 
and Jacques Asseo. 


DIPLOMAS 

Colour: “Moustache,” _pro- 
duced by Cinema Et Publicité 
for Parfums Rochas. (France). 

Photography: Series produced 
by Cinema Et Publicité for 
Valisere lingerié. (France). 

Effectiveness and Originality: 
“Pure Beauté,” produced by Les 
Cineastes Associes for Mon 
Savon soap. (France). 

Advertising Impact: Polo 
series produced by Screenspace 
Ltd. (Great Britain). 


Printers’ paper in four languages 


Concluding function at the 8th 
International Congress of Master 
Printers was a gala banquet held 
at the Excelsior Hotel, Lido, 
Venice. 

A number of speeches were 
made, but the only toast of the 
evening, proposed by Geoffrey C. 
Griffith, president of the British 
Federation of . Master Printers, 
was that of the Congress hosts, 
the Italian Master Printers Feder- 
ation, under the leadership of 
Dr. Ing Fausto Staderini, who is 
head of a leading printing firm in 
Rome. 

Mr. Griffith referred to the part 
played by Italians in the history 
of the printing industry, giving 
Manutius, Blado, Bodoni and 
Bembo as examples of the 
Italians’ great contribution— 
signified in the word “italics.” 

Italians were also “natural” 
printers’ engineers and, for many 
years, their production of excel- 
lent printing and binding 
machinery had been considerable 
and well known to all, he said. 


The banquet ended a busy 
week for delegates. Business 
sessions often proceeded three at 
a time, and each was attended by 
four interpreters giving simul- 
taneous translations over an inter- 
communication system. 

The papers delivered at the 
business sessions were pre-printed 
in four languages and supplied in 
a linen-covered board box. This, 
together with the programme, the 
list of members, numerous local 
guides, and printed souvenirs, was 
presented to delegates in a card- 
board suitcase, decorated with the 
Congress emblem, in which to 
carry it all away. 

A gondola procession, a visit to 
the opera-house, trips to Cortina, 
Garda, and Padua, special film- 
shows, and a daily “ Congress 
newspaper” in four languages 
were all organised by the hosts. 

Next congress will be held at 
Lausanne in 1957, at the invita- 
tion of the Swiss Federation of 
Master Printers. 
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ADVERTISER'S WEEKLY 


CAPTAINS DAY FOR NAGS 


There was likewise the 
wind on the heath 


A TWELVE-HOUR pause in 
the howling gales of 
English summer allowed Mike 
Masius to have his NAGS 
Captain's Day in abnormal 
conditions. 

THE SUN SHONE 

True, we had a bit of hail and 
a puff of wind, but that was 
probably when the weather clerk 
saw Snow White's eighth dwarf— 
or*was it Dick Simmons ? 

Seventy-five slaves from Fleet 
Street (and ancillary alleys) had 
slipped their chains to compete in 
a golf festival at Sunningdale. We 
were welcomed with open 
bunkers, greens in perfect 
register, and fairways in unspeci- 
fied positions. 

Press and advertising in all its 
glory! Here they come. Fugi- 
tives from a chain-store. 

There was Patrick (leprechaun) 
Campbell, in his Day-Glo jersey, 

laying with Wee Georgie Dun- 

ar; elegant President Bob 
Foster with Tom Boardman ,; 
Eddie Smee and Charles Graves. 


is booked on the: 
an eT canis 


Then up spoke John and Bill 
—Frowning black as thunder 
“It's got to stop,” they shouted 
loud, 
“Someone's made a blunder. 
“A boy of twelve is on the 
course, 
“—<He says he's got a claim 
“To join our great Society 


“—«And even change the 
name. 
“We're out of date, the 


youngster says, 

~And asked me for a fag. 

“You're looking at the first, 
he says, 

“—-4 real, live JUNIOR 
NAG!" 


Then came those jolly “what'll- 
t h e-old-man-say-if-he-sees-us-to- 
ether” pals, John Coope and 
ill Needham; Michael (sweet- 
tooth) Watt with Hedley Le Bas ; 
Pat Jackson (coatee by Dior) 
with Bunny (Methuselah) Mil- 


lard; Ducat and Everett, the 
double Rons from “down under” 
.. . lots more. . . and, to add 
final distinction to the throng, our 
gallant Captain, Leonard Michael 
Masius. 

Three tables groaned beneath 
prizes and coveting glances, But 
Secretary Phil Hudgell, with 
Messrs. Buxton and Farrington, 


By 
GEORGE HOUGHTON 
—who also did the sketches 


Mr. Houghton is a group 
advertisement manager at 
Newnes, Also, he is a self- 
confessed golf addict. His 
new book More Confessions of 
a Golf Addict (Museum Press) 
will be published this month, 


“IKE LED NAGS in 54 


ALONG THE SPORTING TRAIL 
= AND ADD THT To Ai 


‘Twas Skipper's Day at 
NAGS, 
The happiest day of the 
season. 

and sales 


Issues were full, 
were up, 
Golf, perhaps, was the reason. 


were standing by, and the only 
thing you could pick up without 
playing for it was a score card 
and a nicely sharpened pencil. 
“How old are you?” asked 
Phil, and jotted your answer 
down in a book. This was for a 
novel sort of competition. From 
your net score he deducted your 
age. Fifty-four-year-old Charles 
Graves ultimately won this affair, 
his card reading : Gross score 80, 
less 5, less 54=21. Others were 
close on his heels, but Charles 
just made it with a twelve-inch 


single-column 
eighteenth, and by virtue of the 
fact that as far back as 1899 his 
parents had a good idea. 

The Coupe de Lapins was won 


putt at the 


by Tom Boardman. This is for 
the rough end of the handicap 
line. Those who enjoy the game. 
That's why it’s in French. 
Probably the most important 
prize was the Camrose Trophy. 
You could bath a child in it. 
What a dish! It was competed 


for on the “Old” course (even 
older than Graves). One of the 
early competitors fluffed his 


drive. Old Jimmy Sheridan (who 
speaks broader Scots now than 
he did when he left Scotland a 
hundred years ago) saw the shot 
from his wee hut. He breathed 
a low, windy sigh. “Och, yon 
jurrrnalists!” he said, and 
skelped one of his caddies. 

Because he fook only seventy- 
seven shots, and also because an 
outrageously benevolent handi- 
capping committee had granted 
him 8, Ron Everett, of the 
Australian Trade Press, won the 
pleasure of asking his wife to do 
the biggest silver polishing job of 
the year. 

Meanwhile on the “New” 
course P. D. White (a newish 


NAG) had cantered in with a 
satisfactory .73 to win the 
Canadian Pacific Challenge 
Trophy. 


Once Captain Mike Masius 
makes up his mind he’s full of 


indecision. And that’s what 
happened in the afternoon. He 
knew perfectly well when he 


chose the prizes for the afternoon 
Stableford that there could easily 
be asnag. The chance, of course, 


— 


“Peace and Plenty,” NAGS 
traditions, 

Birdies, bogeys, no “ omis- 
sions.” 

An olive branch Bob Foster 
brings 

—"Palmolive” is the song he 
sings. 


For now he is the President 
—Hell! I nearly said Pepso- 
dent ! 


was remote, but it was just on the 
cards—since he had ordered one 
of the best golfers in Berkshire 
to be his partner—that he might 
win. He did, and now he owns a 
second silver corkscrew. 

The last folk zig-zagged in and 
night fell as cold and damp as a 
dog’s nose. The energetic part 
of the proceedings was over. 
Golf at NAGS, as usual, had 
been played in the best traditions 
of the Royal and Ancient. There 
was no nobbling. 


A roll of drum, a ring of bell, 

Next on the tee is artist Mel. 

As NAGS’ new Captain, give 
a cheer, 

He'll draw for you a pint of 
beer. 


Detailed results page 56 
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More advertising 
for Four Square 
cigarettes 


“It will be necessary to increase 
our advertising,” said Robert 
Kemp, chairman, at the annual 
meeting of George Dobie & Son, 
Ltd., manufacturers of tobacco 
and cigarettes. 

Speaking of the keen competi- 
tion in standard cigarettes, he 
said: “The full effect of this is 
only now being felt, and is 
brought about by the much 
greater availability of the bigger 
selling brands -which have been 
virtually ‘under-the-counter’ dur- 
ing and since the war and which 
are now readily purchasabie 
anywhere by anyone. 

“Plans are in hand to deal with 
this situation, and it will be neces- 
sary to increase our advertising 
and convince the public that Four 
Square cigarettes are equally as 
good as any of the predominant 
brands.” 


£25 prize for 
best club tie 


gn hosen y 
directors of the Club will qualify 
I for a prize of £25. 
1 Suggestions should be sent to 
1 the secretary, Fleet Street J 
{| Column Club, St. Bride’s House, ! 
| Salisbury Square, London, E.C.4 ! 


be ee 


Point of sale 


brochure 


Leon Goodman Displays, Ltd., 
have produced a brochure, The 
ABC of POS, which gives, in 
alphabetical order, useful in- 
formation about point-of-sale 
advertising, ranging from ani- 
mated displays, ‘“Animotors,” 
banners and streamers, and blow- 
ups to three-dimensional figures, 
trade-figure models, vacuum- 
formed plastics, and window 
stickers. 


All types of showeards, counter displays, signs, self-service and other 
illuminated and animated signs were on show at the Acme Showcard & Sign 
Co. Ltd.'s stand at the Brewers and Allied Traders Exhibition at Olympia. 


Acme claim that all the leadin 


“flying saucers,”’+ ultra-violet * 
made of magnetic letters. 


ac 


names in the brewing and allied trades were 
displayed in their illuminate: signs on the stand. 


Other features were 


k light” displays, ami wondersigns— 
The stand itself was first designed and built 


as a series of inter-related single units, which were first set up as a complete 

display at the National Display Exhibition. The whole outfit was transported 

in its entirety to the Brewers’ exhibition, where it occupied a space four 
times larger. 


New edition of ‘Advertiser’s Aid’ 


The October, 1954, issue of 
Advertiser's Aid is now published, 
and the Newspaper Society has 
sent a free copy to every recog- 
nised advertising agency and to 
more than 1,000 advertisers. 

The new edition carries full 
mechanical details of all news- 
papers—national and provincial 
together with audited net sales, 
advertisement rates, names of 
advertisement managers 
addresses of head offices and 
London representatives. These 
details are tabulated geographi- 
cally. Advertisement rates and 
other data are those operating on 
October 1, Four separate indexes 
cover newspaper titles, the daily 
and Sunday press, publication 
centres and counties. There are 
also a statistical section prepared 
by Research Services Ltd., and 
an 80-page advertisement section. 

Advertiser's Aid is compiled 
under the direction of a News- 
paper Society sub-committee, 
whose chairman is Ernest Lums- 
don, advertisement director, 
Westminster Press. It is printed 
by the Torquay Times and 
Devonshire Press. t 


and 


Members of the Midlands Branch, Incorporated Advertising Managers 
Association, get a preview of the front-page news of the “Birmingham 
Mail” when visiting “The Post’ and “Mail” last Saturday. L. to r.: 
A. W.E. Yate (Royal Enfield), J. H. White (Bendix), Mrs. Luscott Evans and 
Mr. E. Luscott Evants (Tube Investments), A. E. Upton (Cuxson, Gerrard), 
K. Lee (Fisher & Ludlow), J, Reynard (Minnesota Mining & Manufacturing). 


Pascall sweets to 


move to Service 


James Pascall Ltd., one of the 
largest confectionery manufac- 
turing concerns in the country, 
have appointed Service Adver- 
tising Co., Ltd., to act as their 
agents from January, 1, 1955, 


Prefabricated stand at 
Brewers exhibition 


At a party given by Elwyn 
Hughes & Partners Ltd., editors 
of the brewery trade journals 
met one of the firm's clients, 
A. W. K. Carnegy Potts, manag- 
ing director of the Barry-Weh- 
miller Machinery Co. Ltd., and 
were given information about 
the company’s stand at the 
Brewers and Allied Traders Ex- 
hibition at Olympia. 

The stand was prefabricated 
and erected by the City Display 
Organisation from a design by 


Heinz Loew, working in con-" 


junction with Edward Saunders, 
of Elwyn Hughes & Partners 
Litd., and was one of the largest 
at the Exhibition. 
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‘Passing off 


in press ad 


In a case of alleged passing 
off in a local newspaper adver- 
tisement, Judge H. W. Paton, at 
Bristol County Court, said: “It 
is satisfactory to note that the 
staff of the newspaper were suflfi- 
ciently alert to realise that some- 
thing was wrong when they re- 
ceived the copy from the adver- 
tising agents.” 

Reginald Harold Finch 
Holden, pean of the Auto- 
Drive school of Motoring, 
Devonshire Road, Bristol, 
claimed damages from Frederick 
Charles Smith, proprietor of the 
Bristol School of Motoring, 
Deanery Road, Bristol. 

It was alleged that the plain- 
tiff had suffered loss of business 
as a result of an advertisement, 
similar to his own, which had 
appeared in the Bristol Evening 
World and put in by Mr. Smith. 
The advertisement complained 
of read: “Autodrive Motor 
School, Pay as you learn, Regis- 
tered School. Modern Cars,” and 
o the ‘phone number of the 

istol School of Motoring. 

It was claimed that for some 
time previously, Mr. Holden had 
been advertising in almost 
similar terms. 

The advertisement by Mr. 
Smith had appeared in only one 
edition of the Evening World 
before it was withdrawn. The 
advertisement manager had in- 
terviewed Mr. Smith, who pro- 
duced a. certificate showing that 
he had registered “Auto-Drive 
Motor School” as a_ business 
name on April 16, 1953. 

Mr. Holden's business name 
of “Auto-Drive School of 
Motoring” had been registered 
some years before then. 

The judge said he had no 
hesitation in finding that the ad- 
vertisement was calculated to 
pass off another business carried 
on from the defendant's phone 
number as that of the plaintiff. 

He gave judgment for 
damages for £10 and costs to Mr. 
Holden. 


Sponsors spend more on Luxembourg 


More than 60 nauonal adver- 
tisers will be using Radio 
Luxembourg’s English tranymis- 
sions this winter The season 
started on Sunday, when the 
English programmes came on the 
air one hour earlier——at 6 p.m. 
This extra hour will remain until) 
; on saws 06-00 sweets 2 spy, 
this winter, will be broadcasting 
each week some 80 specially 
prepared shows. 

Radio Luxembourg Advertising 
Ltd. state that sponsors generally 
are spending far more money on 
their programmes. Virtually all 
airtime between 6-10.30 p.m, for 
six days of the week is now sold 
for the coming months, and a 
waiting list is being prepared. 


BDMAA tea-time 
‘success sessions’ 

“Success Sessions” is the group 
title of the 1954-55 season of 
“Teatime Talks” organised by the 
British Direct Mail Advertising 
Association, 

At the first meeting in the new 
series, which takes place on 
October 27 at the Royal Scottish 
Corporation Hall, Fetter Lane, 
S. D. Keetch (sales director, 
Encyclopedia Britannica, and 

E. Cotterell (advertisin 
manager, Longmans, Green 
Co. Ltd.) will discuss “Successful 
sales promotion of publications.” 
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New di 
ew director 
4 9 

for Kingham’s 

After a varied training which 
includes working in a paper mil! and 
lumberjacking in Quebec, running 
his own printing works in South 
London, acting as print buyer for 
C. J. Lytle (Advertising), Lid., as 
motoring advertisement representa- 
tive with the Evening News, and as 
assistant advertisement manager of 
Horse and Hound, Lawrie Fuller 
joins the Kingham Advertising 
Agency Ltd., as a director next 
week. Aged 30, he is the son of 
A. 8. Fuller, vice chairman of Asso- 
ciated Newspapers. 


* . 7 


G. E. J. Bailey has joined L. B. 
Singleton Ltd., as an account execu- 
tive. He will assist the agency's 
service for clients in the pharma- 
ceutical industry, as for the last 
three years he has been in the adver- 
tising and promotion department of 
Parke Davis & Co., of Hounslow, 
where he specialised in the produc- 
tion of pharmaceutical promotion 
material for the home and overseas 
markets. He is the son of Bill 
Bailey, space buyer for the General 
Electric Company. 


* Ld * 


In addition to his present respon- 
sibilities with the General Electric 
Company, Ltd. as sales manager of 
the ion and Southern England 
area, W. J. Bird has been appointed 
deputy sales manager of the com- 
pany. He is 44. He began his career 
with GEC as a student apprentice 
in 1925, In 1949 he was appointed 
assistant at head office to T. W. 
Heather, the sales director, and on 
July 1, 1950, he became London 
sales manager. 


John W: 
with Hector Ross Radio Productions 
Lid., has become engaged to Roma 
a ballet dancer with the 

Festival Ballet Company. 


director and producer 


Pat Dolan, managing director of 
Dolan Davis Whitcombe and 
Stewart Ltd., is off to New York 
this week-end for a month in the 
United States and Canada. His 
headquarters will be in New York, 
but he plans on making side-trips 
to Washington, Chicago and 
Toronto. He has just returned 
from a Continental trip covering 
Geneva, Zurich and Brussels. 

* * 

Albert Bell has been appointed 
advertising manager of the William 
Pickles Group, Manchester. 

* . * j 

R. J. Cruikshank has resigned the 
editorship of the News Chronicle 
owing to ill health. He will remain 
a director of the News Chronicl 
and The Daily News Ltd. He is 
succeeded by Michael Curtis who 
has been deputy editor since March 
last year. 


W. Fraser Simpson 
retires 


After 32 years as advertisement 
director of the Cambridgeshire 
Times, W. Fraser Simpson has 
retired. He joined the paper in 
September, 1922, after a period as 
editor-manager of the Kinross-shire 
Advertiser During and after the 
war he acted as publicity officer for 
the local Red Cross and for various 
national savings campaigns. 

* 7 . 


Francis Harbord has been ap- 
pointed sales promotion manager of 
Littlewoods chain store division. 
After the war he joined St. Clements 
Press Lid., and became general 
manager process engraving. He sub- 
sequently joined Studio Devine 
Lid. as sales director, and left to 
join Leon Goodman Displays Ltd. 
as assistant to the sales director. 

* a * 

Gordon Hamish Pirie, publicity 
manager of the Daily Mirror for the 
past two years, has been adopted as 
Parliamentary . candidate for the 
next general election by the Dundec 
Unionist and Liberal National 
Association. They have also adopted 

; press relations 
adviser with Voice & Vision Ltd. 
* * 

Michel Boutin is joining the Time 
advertisement sales staff. He has 
been with Time International 
advertising sales in New York for 
several months. 

. * 7 


John K. Sugden has been ap- 
pointed publicity manager of Hep- 
worth & Granduge Ltd., of Brad- 
ford. He commenced his new duties 
on September 27. Since the war he 
has worked for a time in the print- 
ing trade, and then became senior 
artist in charge of the studio and 
advertising section of a Bradford 
engineering organisation. 


Cc. J. Lytle discusses with Dicky 
Leeman and Gilbert Harding the 
future of commercial television, at 
the press party at which it was 
announced that Mr, Leeman had 
resigned from the BBC to head 
Lytle’s Television Division. 


* *. 7 


Hereward Phillips has been 
appointed by the Ethiopian 
Embassy to handle the press and 
public relations for the forthcoming 
state visit to this country of 
Emperor Haile Selassic. 

7 * * 


M. R. YV. Whyte, who was 
formerly handling Dunlop's export 
advertising at C. F. Higham Ltd., 
has joined Arthur Knight Co. Ltd., 
as an account executive. 

+ * oo 


The Council of Industrial Design 
have amended their description of 
the new post which Paul Reilly, 
formerly chief information officer, 
recently took over. He is now 
deputy director, in charge of the 
industrial division. 


. * * 


Ronald L. May has been ap- 
pointed chief typographer to Con- 
roy Wykes Advertising Ltd. For 
over three years he has been with 
Legget Nicholson. 

* . * 


George Denmark has joined Lut- 
terworth Periodicals Ltd. as space 
representative on Boy's Own Paper, 
Heiress and Playways, where he will 
work on the staff of George Phipps, 
advertisement manager. 


BDMAA officers 


The British Direct Mail Adver- 
tising Association officers and com- 
mittee chairmen have been ap- 
et as follows: chairman, 

. T. Day (Samuel Jones & Co.); 
vicechairmen, W. A. S. Camp 
(Dudley Turner & Vincent) and 
Leslie Hardern (North Thames Gas 
Board). Committees: programmes, 
Leslie WHardern; reception, 

K. M. Murphy (Linguaphone Insti- 
tute); membership, Don A. 
ham (Tibbenham Publicity); criti- 
cism and awards, E. J. 
(Time-Life International); publica- 
tions, Norman A. Cameron (Block 
& Anderson); finance, R. EZ 
Willianss (Bradbury, Agnew & o.); 
rtfolios and house journals, 

. ¥. Day; public relations, W. A. 8. 
Camp; education, R. J. Cowen 
(W. S. Crawford Ltd); code of 
standards, David Patrick (Sir Isaac 
Pitman & Sons). 


Octoper 7, 1954 


IPR to honour 
Norman Rogers 


A presentation to mark the ser- 
vice of Norman Rogers as hon- 
orary secretary of the Institute of 
Public Relations, will be made by 
the Institute president, A. A. 
McLoughlin, at the annual meet- 
ing on Friday, November 26. 

Mr. Rogers is not seeking re- 
election as honorary secretary, 
which office is being discontinued 
as the transfer to the general 
secretary, Mervyn Thomas, of all 
the Institute’s administration, has 
now been completed. 

Members of the Institute are 
being invited to contribute toward 
the presentation. 


‘Bev’ on bus fronts 


J. Lyons & Co. have booked a 
six-months winter campaign for 
their “BEV” product—coffee and 
chicory essence—with double 
fronts on London Transport buses 
and trolley buses. 

Over 1,000 buses, trolley buses 
and country services will carry 
the posters. The campaign is 
handled by A. W. Newton Ltd. 


Advertising 
diary 


Friday, October 8 
GLASGOW PUBLICITY CLUB luncheon 
meeting Speaker: J. House on 
“My Russian Journey.” 
PUBLICITY CLUB OF SHEFFIELD lun- 
@  cheon meeting. Speaker: Tudor 
Davies on ‘“‘Human Engincering.”’ 
Grand Hotel. 12.30 for 1 p.m 
LIVERPOOL AND DISTRICT PUBLICITY 
ASSOCIATION luncheon and annual 
general meeting Constitutional 
Club. 12.30 for 1 p.m. 
1.8.M.A, Anglo-American sales con- 


ference. ictoria Halls, Blooms- 
bury 
INSTITUTE OF PRACTITIONERS IN 


ADVERTISING. Conference at 
Birmingham until Sunday. 
wesday, October 12 

“100 GOOD CATALOGUES" EXHIBI- 
TION opening day. Management 
House, Hill Street, London. 
REGENT ADVERTISING CLUB lecture 
on ‘‘Production Probiems."’ 6.30 


D.P.S.P.A. evening meeting. 
Speaker: G. E. H. Gough. Horse 
Shoe Hotel, London 6.30 p.m. 
PUBLICITY CLUB OF LONDON Public 
speaking section meeting. Blacka- 
moor’s Head, Whitcomb Street, 
W.C.2. 6.30 p.m. 

} PUBLICITY CLUB OF NOTTINGHAM 
luncheon meeting. Speaker: 
G. Poulton on ‘‘Personal Selling 
v. Advertising."’ 


Wednesday, October 13 

INSTITUTE OF PUBLIC RELATIONS 
luncheon meeting. Speaker: D. K. 
Winslow on “Trade and Tech- 
nical Press."’ Criterion Restaurant. 
12.45 p.m. 

REGENT ADVERTISING CLUB Pashion 
Show. 14-19 Chapel Street, W.1. 
6.45 p.m. 

1.P.A. first lecture in Intermediate 
course. 


, October 14 
1.P.A. first lecture in Final course. 


FOR CIRCULAR AND SAMPLE DISTRIBUTION 


house to house—any town in the United Kingdom 


CIRCULAR DISTRIBUTORS LTD., 2: ce:cn sr., uveroo. rovat 2861 
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HAS MORE UNDUPLICATED 


The MIRROR READERSHIP THAN ANY 


OTHER NATIONAL DAILY* 


HAS THE LOWEST 


The MIRROR PERCENTAGE OF MEN NOT 


GAINFULLY EMPLOYED* 


HAS THE LOWEST SQ. INCH 


The MIRROR PER THOUSAND RATE OF 


ALL NATIONAL DAILIES 


IS THE WORLD’S GREATEST 
MASS MARKET MEDIUM 


*HIPA SURVEY 


The MIRROR 
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Ad costing in 
Schweppeshire 


“Schweppes spend a third of 
their total advertising appropri- 
ation trying to interest, impress, 
and even shock and horrify the 
directive élite,” F. C, Hooper, 
managing director of that firm, 
told the Institute of Cost and 
Works Accountants’ summer 
school, 

“We are aimin 
on all the rest o 
people,” he said. 

Mr. Hooper contended that 
but for modern advertising 
everything in this country and 
in America would probably 
cost three times as much, 
because production would be 
og local, 

r. Hooper said the American 

oo were prepared to pay a 
ttle for advertising because 
they enjoyed it. It was a per- 
fectly proper costing point of 
view that the consumer was 
getting something out of adver- 
tising, just as the public going 
into a department store not only 
appreciated all the luxury and 
excitement but were ready to pay 
for it. It was a form of enter- 
tainment. 


at their effect 
the 48 million 


American techniques 
of sereen printing 
In South Africa, screen print- 

ing had been considerably in- 

fluenced by American techniques, 

E. Kyle, a former vice-chairman 

of the Screen Printing Producers’ 

Association of South Africa, told 

members of the northern branch 

of the Display Producers and 

Screen Printers Association at a 

meeting in Manchester. 

Among other things, the intro- 
duction of solvent adhering film 
from America had represented a 
great step forward in South 
Africa. It was a dollar item, and 
did not appear to be available in 
Britain, but it was extremely 
flexible, easier to cut, had a better 
transparency, stood ageing better, 
did not need a hot iron, and 
saved time in cutting. 


New ABC members 


The Audit Bureau of Circula- 
tions report ten new members for 
their publications section. They 
are the Bucks Free Press, Bucks 
Herald, Directory of Hotels and 
Holiday Accommodatior, the 
Gramophone, Newark Advertiser, 
Salford City Reporter, Sports 
Mail (Oxford), Transport Journal, 
Transport World and the Twee- 
dale Press group. 


To celebrate their centenary, Joseph Sankey 
produced for the Commercial Motor Show. 


& Sons Lid. had this stand 
lt was designed by Cecil D. 


Notley Advertising Ltd. 
Block price revisions 
effective November 1 


Following decisions taken at | 
the annual meeting this year, the | 
members of the Federation of | 
Master Process Engravers an- | 


nounce the introduction of a 
revised price list for black and 
white and colour line blocks. 

Although the main structure of 
this list remains unchanged from 
the present one, which has been 
in force since August, 1946, there 
are alterations to some items. 

The “Conditions of business” 
in their amended form will 
apply to all photo engraving 
orders placed with members of 
the Federation on and from 
November 1, on which date the 
revised list takes effect. 


Hourly cost rates 

Incidental charges have been 
revised to reflect changes in 
hourly cost rates since 1946 and 
on a similar basis to that used 
for the revision of colour half- 
tone incidental charges which 
appear in the list dated January 
1, 1953. 

Colour line and combination 
half-tone and line prices have 
been completely recosted to meet 
the additional production costs 
arising from the increasingly 
complex nature of these types 
of work. Compared with those 
of 1946, the revised prices are 
higher for smaller sizes and lowe; 
for larger sizes. 

In the fine line rate appreciable 
price reductions are shown. 

As the main price structure re- 
mains unchanged, the November, 
1954, list will remain subject to 
the present 54 per cent sur- 
charge which has not been taken 
into account in the recosting of 
those parts of the list where 
changes have been made 


Andrew Milne, director and general 
manager of “Drapers’ Record’ and 
“Men's Wear,” speaking at a dinner 
during the first National Corsetry 
Convention, organised by the 
Corsetry Manufacturers’ Association 
and the Corset Guild of Great 
Britain, and held at Buxton last 
week. He said that the industry 
could be proud of its clever, taste- 
ful and delightful advertising, and it 
was part and parcel of their success 
that every woman “felt herself to be 
like the model on the showcard.” 


BBC handbook 


The BBC Handbook to be pub- 
lished on October 19 will replace 
the BBC Year Book. \t will be an 
annual publication selling at 5s. 

The new Handbook comprises 
220 pages, and describe: in broad 
outline the organisation of the 
BBC's many departments, their 
functions and output. 


Government aid 
is urged for 


market research 


Governments should provide 
more of the basic data if useful 
market research is to be under- 
taken on an ever-increasing scale. 
The actual work of research 
should, however, be left to the 
growing number of market re- 
search agencies in the different 
countries. 

These conclusions are given in 
a report published by the Organ- 
isation for European Economic 
Co-operation, Paris, on “Produc- 
tivity in the Distributive Trade in 
Europe.” It states: 

“Market research activity in 
Europe, compared with the de- 
velopment of this technique in 
the United States, is in its infancy. 
Yet accurate knowledge of the 
structure of the market, the needs 
of the consumers and the shifts in 
the market are essential to the 
planning of production policies, 
to the avoidance of the produc- 
tion of the wrong type and 
wrongly priced goods, and to the 
evolution of a sound system of 
distribution of the goods.” 


Omo window 
display contest 


Twelve Ford Zephyr cars will 
be awarded in a window display 
competition to be promoted for 
Omo. In addition 12 £100 
cheques and 600 eight-day clocks 
will also be presented. 

The competition will be open 
to all Omo stockists in the 
country. A Ford Zephyr will be 
the first prize in each of 12 areas. 

Every entrant will be sent 
10s. 6d. for a photograph of his 
competition window whether he 
wins a prize or not. 

Double-page spreads are being 
taken by Hudson and Knight 
Ltd., the manufacturers, in the 
trade press to announce the com- 
petition. S. H. Benson Ltd., are 
the agents. 


Rare drink to 
be marketed 


Served for two centuries at 
royal banquets in the City of 
London Guildhall, Birch’s Punch, 
a Ring & Brymer product, is now 
coming on to the market. 

It was introduced to the public 
at a press party at the Armourers’ 
Hall last night (Wednesday). The 
event was organised by the public 
relations division of S. C. Peacock 
Ltd., which agency has placed 
advertisements in the trade press. 
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gtoup of nine influential newspaperts 


—A.B.C. Weekly Net Sales 


118,585 
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REMEMBER, 100 


per single column inch per thousand 
readers—the DAILY HERALD’s domi- 
nating 13 x 5 and 11 x 3 display spaces 
are the most economical available to 
advertisers of any mass market product. 


Every advertising 


ADVERTISER'S WEEKLY 


oes * % a ie e + Peer a aa an “gig ee 2) Ce aa Aiea eae %r : 
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readers per copy sold than an y other 
mass circulation national daily 


Six leading dailies compared in 


32-PAGE DIGEST 


of 1.1.P.A.’s National Readership Survey. It shows that :— 
© 6,786,000 people read the DAILY HERALD in any given day. 
© 22 in every 100 MEN read the DAILY HERALD. 
e 15 in every 100 WOMEN read the DAILY HERALD. 
e 15 in every 100 HOUSEWIVES read the DAILY HERALD. 


© 17 in every 100 YOUNG PEOPLE between the ages of 16-34 read 
the DAILY HERALD. 


© 54% of DAILY HERALD HOUSEHOLDS have two or more wage 
earners—the highest proportion of any national daily. 


Copies of this interesting digest available on request. 


campaign MUST include the 


The Paper of the mass market—the market with the money to spend 


FE. H. HULL, ADVERTISEMENT DIRECTOR, ACRE HOUSE, LONG ACRE, LONDON, WC.2 
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Broadcast debate on role of advertising 


Avon's “flying saucer.” 


Flying saucer is 


no illusion 


A flying saucer has recently 

nm seen in several country 
towns in Wiltshire. Ascribed 
variously to visitors from Mars 
and to the strength of the local 
beer, it is now definitely estab- 
lished as being connected with a 
current advertising theme: “It's 
no illusion, Avon higher mileage 
is a reality.” 


Stage puffs for 


new cigarette 


“Grosvenor"—the latest mem- 
ber of the State Express cigarette 
family—made its début last week 
at tne Chelsea Town Hall to a 
large audience in the form of a 
revue entitled “Grosvenor Comes 
to Town” in which nearly all the 
acts plugged the new cigarette. 

The name of the new cigarette, 
the Ardath Tobacco Co. Ltd. 
state, #& no “hit or miss” idea or 
flash of inspiration, but the 
product of much careful selection 
after the consideration of many 
hundreds of names. The name 
“Grosvenor” they say symbolises 
good taste, quality, tradition and 
all the other attributes which 
the smokers of a quality cigarette 
have the right to expect. 

Agents for Grosvenor are 
Townend-Smith & Hardy. Public 
relations and a special sales pro- 
motion drive are being handled 
by Kennerley Edwards & Asso- 
ciates Ltd. 


McKNIGHT KAUFFER 


A mistake in a telephone mes- 
sage led to wide publication last 
week of an obituary notice of 
BE. McKnight Kauffer, the poster 
designer. Mrs. McKnight 
Kauffer cabled from New York 
to say that her husband is not 
dead but gravely ill. 


~——~| JAN HARVEY KNOCKS DOWN ALL THE 


_ USUAL ARGUMENTS AND _ CRITICISMS 


The usual 


Crawford, Ltd.), 


His opponent was Nicholas 
Kaldor, Reader in Economics at 
Cambridge University, with Lady 
Ruth Sinker occasionally inter- 
vening as a “member the 
public,” 

Mr. Kaldor started off by 

. asserting that 
the total 
national ex- 
penditure on 
newspapers 
and maga- 
zines was less 
than two- 
thirds of that 
on advertis- 
ing, and the 
expenditure 
on all forms 
of education 

lan Harvey was onl 
twiceas muc 
as that on advertising. He then 
ot into his stride with the 
amiliar contention that adver- 
tising had very little effect on the 
demand for goods in general ; it 
merely caused sales to become 
concentrated among a few firms. 
_ Mr. Harvey pointed out that 
information was only one of 
advertising’s functions. Adver- 
tising was part and parcel of the 
process of marketing. It was no 
good producing goods if one could 
not sellthem. But for the demand 
created by advertising, goods 
would cost more because fewer 
of them would be produced. 
Moreover, the high place occupied 
by certain firms was not held 


pay permanently or automatic- 
ally. 


“You cannot advertise a bad 
product successfully over a long 
period,” he said. “The harder 
you advertise, the greater will be 
the rejection.” 

“Are you quite sure the public 
knows what it is doing?” Lady 
Sinker hazarded. 

Yes, Mr. Harvey was quite 
sure that the British public knew 
a good product from a bad one. 
He also pointed out two things 
to Mr. Kaldor. One was that 
creating of a new habit was a 
very much more expensive task 


advertising were trotted out 


arguments 
during a BBC broadcast discussion last Thursday evening and 
were effectively answered by lan Harvey, MP (director, W. S. 


than persuading people to con- 
tinue in that habit. This meant 
that the small advertiser could 
often benefit from the advertis- 
ing of a big firm at compara- 
tively small outlay. The other 
was that the technique of adver- 
tising often made it possible for 
a small expenditure to get better 
results than a vast appropriation 
badly planned. 

Then the question of consumer 
councils raised its head. Mr. 
Kaldor said that, in this country, 
it would be contrary to the libel 
laws for such a council to state 
that “X” brand was better than 
“Y” brand. But if the libel laws 
were changed, the customer 
— get better value. 

r. Harvey did not believe 
that “the man in Whitehall 
knows best.” He saw no reason 
why such organisations should 
not be set up, but he still thought 
that the people were the best 
judges. 

But in the course of the dis- 
cussion Mr. Kaldor and Lady 
Sinker made two admissions 
which caused Mr. Harvey to 
wonder whether they had swung 
over to his side. Mr. Kaldor 
thought that advertising made 
people anxious to improve their 
economic standards. It not only 
made them work harder but 
helped to introduce improve- 
ments all the time. 

Lady Sinker thought the world 
would be a very much duller 
place without advertising. Some 
of the funny advertisements were 
extremely funny and the artistic 
ones were real works of art. If 
this meant paying a few extra 
pennies, she was quite prepared 
to pay her share. 


. 
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Designed by W. M. De Majo and 
prodiana by J. W. Artists Lid., this 
new Van Heusen point-of- 

pm ay three of the Van Heusen 
collar styles. The top panel is black 
and light grey with primrose and 
crimson lett The centre panel 
is light grey and crimson and the 

bottom one primrose and black. 


Display problem 
solved 


at the “ Carpets 
Take ¢ Floor” exhibition 
which is now staged by the Car- 
t Promotion Council at the 
ea Centre, Lower Regent Street, 
consists of 24 colour transparen- 
cies, each illustrating a different 
style of British carpet. They are 
blow-ups from 10 in. x 8 in. 
transparencies, and mounted into 
back-illuminated frames. 
Gordon McLeish, the photo- 
grapher responsible, believes the 
nique solves the problem of 
displaying in a small space bulky 
objects in relation to other large 
objects: for instance, furniture 
in a furnished room, or a motor- 
car in a country setting. 
Designers of the exhibition are 
Ronald Dickens and E. Charles 
Gardner. 


The judging panel has been 
chosen for the second British 
Paper Box and Carton Design 
contest, 

It will include Leonard 
Beaumont, chairman, packaging 
group, Society of Industrial 
Artists, Roy Courtice, member of 
the packaging group, Society of 
Industrial Artists, W. A. Cathles, 
Editor of ADVERTISER'S WEEKLY. 
A. G. Wright, a retired managing 
director of a leading London 


rigid boxmaking concern, H. E. 
Traves, former works manager of 
a London firm of carton manu- 
facturers, Jan Gerke, an execu- 
tive of Marks and Spencer Ltd. 
and Phyllis Garbutt, principal, 
Goo1i Housekeeping Institute. 
Judging will take place on 
November 18. All the a 
subject to space limitations, wil 
be on show at the Packaging 
Exhibition to be held at Olympia 
from January 18 to 28, 1955. 


AVERAGE WEEKLY NET SALE JAN/JUNE, 1954—141,610 
All Bnquiries 06 Head of Advertisement Dept., B.B.C. Publications Broadcasting Hows, Portland Place, London, W.1 
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\ A good product gets the right audience in The Listener 
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SUN DAY TIMES 


The average net sale for 
September was again 


im excess of 


600.000 


copies per issue 


Certified net sale figures 
1954 1953 
July .... 592,253 | 552,987 


August .. 584,542 | 541,234 
September 600,569 | 541,939). 
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COMMENTS 


THE BIG 
PICTURE 


The international 
advertising ideas and > 
val knowledge is essential if 
the business is to develop full 
stature and take its place 
all countries as a 


advertisers who cling to tradi- 
tions of trade secrecy and ex- 
tend them to cover marketing 
methods. 

Creative men have always been 
more willing to learn from the 
experience of others, but fre- 
quently they are restrained by 
the fear of unfavourable client 
reaction. Inhibitions prevent 
them from improving their 
arts and perfecting their tech- 
niques through an _ interna- 
tional exchange of ideas. 


Full-scale medium 


The great advantages to be 
gained from the give and take 
of advertising know-how was 
clearly demonstrated last week 
at the International Film 
Festival in Venice. It was an 
education even for those ac- 
knowledged as the world’s 
greatest producers of screen 
advertising. 

But a viewing of more than 200 
advertising films from 17 
countries revealed more than 
improvements in techniques. It 
showed that in the past few 
years, screen advertising has 
developed as a_ full-scale 
medium in its own right; and 
that it can no longer be con- 
sidered as anything but a 
major element in any compre- 
hensive schedule. 


Creative thought 


The Venice festival—the first of 
its kind—was a great service 
to sereen advertising. It has 
done more than anything yet 
undertaken to put the medium 
on the world advertising map. 

The quality of production, 
imaginative approach and 
selling impact of the best 
films, re-iterated a fundamen- 
tal truth of which everyone in 
the publicity business should 
constantly remind himself. 

In the words of Hubert Oughton, 
one of the British judges, the 
festival emphasised above all 
the crowning importance to 
selling of creative thought. 


Talking Points 


Selling advice—good and bad— for rural 
craftsmen: Ever heard of Poughkeepsie? 


N interesting booklet on 

Marketing for Rural Crafts- 
men and Small Firms has been 
published by the Rural Indus- 
tries Bureau. 

A preface says the rural crafts- 
man has always concentrated his 
energies more on producing than 
on selling * . yet he clearly 
must attend to selling his product 
or his service if he is to have a 
regular flow of orders, and so 
render an effective service to his 
countrymen.” 

Simple but sound advice. And 
there is more in a chapter dealing 
with the creation of markets and 
the cost of selling. 

The list of craftsmen to whom 
the advice is directed makes 


fascinating reading: Saddlers, 
thatchers, blacksmiths, boat 
builders, quilters, potters, 


weavers, turners and wrought iron 
workers, 

You can almost breathe the air 
of the English countryside... . 
And certainly some of the advice 
is a little earthy. 

It is a g thing that tradi- 
tional craftsmen should be given 
marketing advice — especially 
when a chapter is devoted to 
export possibilities—but it is 
dangerous to attempt to deal with 
advertising and its costs in 20 
lines. 

Joint advertising is urged—but 
for sound and unsound reasons. 

reasons: Series of ads. 
become possible with the extra 
funds available; craftsmen work- 
ing together can meet the weight 
of orders likely to result. 

Unsound: “Cost of an adver- 
tisement in trade papers with a 
national circulation is expensive 

. a regular national campaign 
is far too expensive even for a 
large group of craftsmen.” 

That is the wrong approach 
and not entirely true. How much 
better it would have been to tell 
the craftsmen to start small and 
aim at the stars. 


THE ITALIAN WAY 

RITISH advertising men in 

Italy for the first time for 
the Advertising Film Festival 
were shattered by the mass of 
poster and sign advertising along 
the autostrade. 

Slogans for every product 
under the sun at 20 yard inter- 
vals along the straight-as-a-die 
route from Milan to Turin were 
too sudden for the eye to focus, 
too much for the mind to 
absorb. 


The general impression was 
that this was over-selling of the 
most expensive kind. British 
outdoor advertising emerged re- 
markably well in contrast. 

British press advertising com- 
pares favourably with its Italian 
counterpart, too. And if there 
was any doubt about the effec- 
tiveness of British ads. it was 
neatly dispelled in the dining- 
room of a famous Venice hotel. 

A small English boy on holi- 
day with his mother demanded 
ice-cream. The [Italians are 
rightly proud of a product in 
which they specialise, and the 
waiter explained in some detail 
the various kinds he might have, 
from water ice to a delectable 
concoction with chopped, desic- 
cated fruit. 

Johnny listened intently, then 
piped up: “I want Walls!” 


AYBE you have never heard 

of Poughkeepsie, USA... . 
But something happened there 
quite recently which could prove 
revolutionary in the field of 
measurement of outdoor adver- 
tising “viewership.” 

Alfred Politz, a noted re- 
searcher in American advertising, 
hid cameras in several posters in 
the area. They took pictures at 
three and five second intervals. 

Mr. Politz claims that his 
system, which is named “Stop- 


motion Sampling,” is more 
accurate than Audit Bureau of 
Circulations reports on print 
media. 


SECOND THOUGHTS 

Who had “second thoughts” 
on the “News Chronicle” promo- 
tion for the Laurence Thompson 

biography of Anthony Eden ? 
Eleven inch triple spaces in the 
“Bristol Evening Post” and 
“Bath Chronicle” made reference 
atheist 


“Bristol Evening World” 
had the word “atheist” de 


MY HAT! 


DVERTISEMENTS _ which 
tend to irritate menswear 
traders (so Men's Wear assures 
its readers) are those which illus- 
trate a man wearing an overcoat, 
a scarf, winter gloves—but no 
hat! 

“There are several such adver- 
tisements now appearing in 
national newspapers,” states the 
journal. 

Indeed there are. And, of 
course, they are designed to sell 
things—not to please the mens- 
wear trade. 

After all, there is nothing to 
stop any “irritated traders” from 
taking space to put their case. 
They mustn't expect other adver- 
tisers to do it for them. 


TO-MORROW’S TOPICS 


@ An important development in 
the organisation of interna- 
tional screen advertising is ex- 

shortly. 


@The Conservative Party is 
developing the use of fluores- 
cent inks for political posters. 


@An announcement will be 
made shortly about the Gov- 
ernment’s plans for the future 
of the information services. 


@ Junior newspapers are plan- 
ning to extend the range of 
advertising they carry. Pro- 
ducts not normally adver- 
tised to children may appear 
in their columns soon. 


@The new, private enterprise 
ee ee 
spectacular displays to 


@The drinking at home habit 
will lead to the marketing of 
more new alcoholic beverages 
during the winter. The possi- 
bilities of ‘home made’ wines 
are being examined. 


© Reorganisation of several ad- 
vertising agencies with one- 
man ownership may be ex- 
pected soon. Taxation and 
death duty problems are 


@ The American makers of Car- 
nation tinned milk are to in- 
troduce “instant milk,” a 
powder which dissolves in 
water. 


ROUND TABLE 


STANDS FIRST AND 
FOREMOST iN LONDON 
AND PROVINCES 


PRINCIPAL BRANCHES 


PROPRIETORS 


ORO 


ODHAMS PRESS LTD. 


MANCHESTER 


112 HIGH HOLBORN W.C.1. 


BIRMINGHAM 


LEEDS 


WATFORD 


FOR ENTERPRISE 
ORIGINALITY AND 
‘EFFICIENT SERVICE 


SOUTH COAST 
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Worldly Goods— 


Everything from the Ring onwards 
Young Marrieds of 1955 


will want your Worldly Goods 
(if the price is right and reasonable — 


e 
: 


which is Vanity Fair’s Basic Policy) 
Tell them what you have 

for them in 

* Vanity Fair's Guide for the Bride ™ 
To be published February 10th 
Print, order 100,000 

The advertising rates (Colour £150 
or £165 Special Position 

Black and White £100 

or £110 Special Position 

and pro rata) 

are therefore half that of the 


normal issues of Vanity Fair 


, 6 
sv Fe 7, /f , > J = 
Miss Lilian E. Briscoe, * * 


Advertisement Manager, § 
Vanity Fair, ' 
30, Grosvenor Gardens, 
London, S.W.1. 

SLOANE 4591 
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ADVERTISER'S WEEKLY 


Buy a guaranteed 1,000,000 sale 
—and The Reader’s Digest throws in 


attentive and valuable readership. 


some unusual values 


Pomona’. agg. oad 


What happens when it does this so successfully that it also achieves a mass 


circulation? Here’s what this unusual combination offers the advertiser: 


1 To advertisers of everyday 
products—a medium that 
carries conviction 


Many a campaign for an everyday 
product never quite succeeds in carry- 
ing conviction. In the normal struggle 
for hasty attention, it may be forced to 
shout its message, in big headlines, 
brisk slogans. 

A good shout is a fine thing — it gets 
its effect. It often sends the customer in 
to buy. But it’s not really the way to 
tell a story convincingly — so that he, or 
she, will be proof against someone 
else’s louder shout next day. 

In The Reader's Digest you can 
speak persuasively and convincingly to 


NO TRICKS. No bathing beauties or scare 
headlines 


obviously important for advertisers. Free 
on request: “ Readership Digest,” a bro- 
chure giving comparative cost-per-thousand 
figures for a sumber of magazines, based 
on latest readership surveys. 
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several million people who make time 
for reading because they /ike it. By 
reaching a receptive audience of this 
size and character, you underpin with 
conviction the rest of your mass cam- 
paign, and add incalculably to its effect. 


2 To advertisers of higher-priced 
goods and services — 
wide coverage in a medium 
that’s right for the job 


The Reader’s Digest is a well-proven 
medium for selling anything that, to 
the family or individual, represents an 
important purchase. From a camera to 
a holiday cruise, these purchases are 
pondered, planned. The advertise- 
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The Reader’s Digest 


THE ADVERTISEMENT DIRECTOR, 1 ALBEMARLE STREET, LONDON, Wi 
TELEPHONE: GROSVENOR 4738 


ments are carefully studied —and no- 
where more carefully than in this 
magazine edited for reading. 

With its million sale, The Reader’s 
Digest gives wide coverage of the 
“important purchase” market; deep 
penetration, too, since it is designed 
for thorough, leisurely reading: by all 
the family. For many advertisers in 
this field, it is a campaign in itself. 


3 To all advertisers—an 
exceptional chance of readership 


among people apt to 
influence others 


When the articles and stories in a mag- 
azine are edited entirely for people 
who can and do read—and love it, as 
the sales show !— isn’t it likely that, in 
this company, the advertisements, too, 
will have the best possible chance of 
being read? 

Not only that. Those who so much 
enjoy The Reader’s Digest month after 
month are essentially people who like 
to keep up with the world. They’re in- 
terested in everything—the latest in 
science, in medicine, in many other 
fields. They are receptive to ideas. 

And, as such, they are a little more 
alert than others. In trying and buying 
new things, they are likely to lead, 
while their friends follow. 


ADVERTISEMENT RATES 


“BU Y-LINES”—Alison Grey's sensationally 
successful editorial-style feature. Rate in- 
cluding art and blocks — £175 

Note that a 4-colour page costs only 20°, above 
basic black-and-white rate — and 2-colour (any 
2nd colour you choose) only 4%, above. 10%, 
extra for bleed, on half or full pages. All rates 
are for a guaranteed 1,000,000 average monthly 
net paid sale. 
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Specially taken for 
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In the fine panelled room which Associated Iliffe 
Press provides for its chairman and managing direc- 
ton is a table completely covered with magazines 
produced by this organisation, almost certainly the 
biggest trade and technical publishing house in the 
world. 

And if you try to get the room’s occupant, Claude 
E. Wallis, to talk about himself, it is to that table 
he will gravitate while, hovering proudly and affec- 
tionately over the assembled display, he talks to you 
about the importance of this kina of publication to 
industry, about the circulation and advertising 
problems peculiar to those of the journals catering 
for highly specialised and restricted readership, and 
about the obtuseness of advertising agents who place 
the same advertisement in trade, in technical, and 
in general publications. 

For the importance of the trade and technical 
press to the national welfare is a matter of deep 
conviction of Mr. Wallis. Though he fulfils. the 
function of president of the Periodical Proprietors 


Association with admirable impartiality, the fight 
which he put up for the special requirements of the 
trade and technical press when he was on the 
Periodical Press Paper Rationing Advisory Com- 
mittee during the war is well known, 

Advertising is the road by which Mr. Wallis has 
climbed to his commanding position in publishing. 
Nearly fifty years ago he was selling space in Car 
Illustrated to the motor industry. In 1911 he joined 
lliffe’s on the advertisement side of The Autocar, 
Motor Cycle and other motoring publications. 

Small wonder that he is as well known in the 
motoring industry as in publishing, and that, apart 
from Lord Iliffe’s, his is the only publisher's name 
on the list of illustrious presidents of the Motor 
Cycle Trades Benevolent Fund (whose old people's 
home, incidentally, he founded). 

Mr. Wallis is 68. Among the things he enjoys 
are his lovely Regent’s Park home (once owned by 
H. G. Wells), his cottage at Andover, motoring, 
sailing on the Solent—and his work ! 

CONTACT 
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Typography in Advertising 


How to make the design 


stand out on the page 


WHATEVER any pundit 
might say, the primary 
function of an advertisement 
is not to give esthetic pleasure 
but to sell goods and services. 
To do this it must first of all 
te seen. It is therefore neces- 
sary for an advertisement to 
stand out in the welter of 
advertising material in the 
press. This is the first neces- 
sity, and, if it succeeds, all 
esthetic considerations are 
secondary. 


To draw attention 


Tpavetone, ty ~ pw quite 
unpleasant and indeed ugly type- 
faces and letters are med to draw 
attention to an announcement. 


By ROGER DARCY 


well, or is there some other 
manner of dra attention to 
the adv 


If this last cannot be answered, 
even the most ghastly typeface 
must go uncriticised. 


Consider a very striking adver- 
tisement, which, I am_ sure, 
appeals to every householder— 
that of Catesby’s lino department. 


Now the lino knife draws the 
eye to the advertisement and the 
important point is made that you 
can ring this firm to get them to 
lay lino. The word “call” is in 
good hand-drawn script with a 
tint, in order that it shall not draw 
attention away from the ‘phone 
number—the main item. This is 
good and bold, with “Museum” 
in Rockwell bold (as is the line 
“and ask for lino contracts”). 


MESSENGER 


SEE Mead Office: MAIDSTONE 3588 London: 00, FLEET ST. Central 7600 a5 


An advertisement 

that does its job. 

But why Chelten- 
ham ? 


The figures—-7777—are set in an 
old-fashioned Antique face. They 
do stand out, however, and there- 
fore their use would seem to be 
justified. 


Pleasant to eye 


But could not Rockwell bold 
figures have done just as well? 
Or if novelty was sought—Rock- 
well shadow? If an entirely 
different type was required, but 
bold enough to catch the eye— 
what about Cartoon bold, Fan- 
fare or Albertus—all so much 
more pleasant to the eye. 

Now take the Turban Mixed 
Fruit item—not exactly a thing 
of beauty and a joy for ever, but 
it does its ss the house- 
wife that this highly desirable 
commodity is back on the market. 
This is achieved by the use of our 
old friend Grotesque for the dis- 

lay and Gill sans bold in the 

x. Across the a is a line in, 
of all things, Cheltenham con- 
densed. Now why could not Gill 
sans bold condensed have been 
used for the main line? It 
would have been just as bold and 
nicer to look at. Finally—any- 
thing would have been better 
than Cheltenham. 


A. possible_gem 
In fact, the whole thing could 
have been set in the Gill series 
with, for instance, bold italic 
across the top. What could have 
been a little gem is just another 

mediocre advertisement. 
en there is the Alinese 


@ Continued on page 20 
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Back again after 14 years” 
TURBAN fe 
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Bold, and eye-catching—and also 
a good piece of design work. 
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what a good shoe| 


Left: A very striking advertisement. The figures stand out and 


justify the use of Antique face. 


Right: An advanced item which, 


in Roger Darcy's opinion, does not come off. 
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ww une SEW A GME sien 


You see Acme signs not only because almost all the well-known 
names are on Acme signs but because they are designed to be 
seen. Years of experience in point-of-sale advertising have 
given Acme that special know-how which enables them to 
design and produce signs which are economical and distinctive. 


ACME SHOWCARD AND SIGN COMPANY LIMITED IN 
\ 


Showrooms: 9 South Molton Street - London WI - Telephone: Grosvenor 7458 
Head Office & Works: Paragon Works - Enfield - Middlesex - Tel: Howard 1651 
Showrooms also at Crown Buildings - James Watt St. - Birmingham 4° Tel: Central 2325 ACME 
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we like 
our share 


of cream 


The big ten-shot-in-six-colours 
creative jobs are the cream of direct mail and of 
course we like working on them, But CL isn’t an 
agency that thinks only in terms of fabulous campaigns. 
We devote just as much of our time and care to 
fecsimile letters, list building, addressing and mailing 
— in fact our departments for handling these everyday 
jobs have been developed to give a specially good 
service, That's a point to remember when you're 


planning your next mailing. 


CL 


CHADWICK-LATZ LIMITED 


Creators and Distributors of Direct Advertising 


In the past s0-odd years we've 
grown roots without going to 
seed, FACTS AND FIGURES will 
prove it. We'd like to send you 


a copy. 


Alexander House « Shaftesbury Avenue * wc2 « Temple Bar 264: 


© TYPOGRAPHY IN ADVERTISING continued 


Ocrosper 7, 1954 


advertisement. This is a bit more 
advanced than the others but 
actually it does not come off, in 
my opinion. It is too clever, 
Bold lines in Grotesque, stag- 
pas lead the eye to a meticu- 
ously drawn shoe and a well- 
drawn trade name—and then 
right off the page. 

So you have these bold land- 
marks to do the necessary signal- 
ling but their effect is lost. Of 
course, it is admitted that if you 
were very interested in that type 
of shoe you would go back and 
read the copy. But in that case 
it is the shoe which is the key 
item. It could easily have been 
placed in the centre and the copy 
arranged in a more orthodox 
fashion. 


Definite variations 


Why is Grotesque used when 
there are such other sans faces 
as Gill? If you think that is 
being hyper-critical about Grot 
just study it awhile in conjunc- 
tion with the well-designed sans 
faces and you will see small but 
very definite variations which 
make all the difference to the dis- 
cerning eye—the cap “R,” the 
lower-case “g” and “f,” the dot 
on the lower-case “i” and so on. 
Grot enthusiasts should try that 
exercise some time. 

Now if you want to see how 
to prepare a bold eye-catching 
advertisement which, at the same 
time, is a good piece of design, 
look at this Linzi item (page 18). 
You will have to take my word 
for it that it stood right out of 
the page of the newspaper in 
which it appeared. Clever draw- 
ing—one girl in white against one 
in black and good black outlines 
round the figures plus the black 
but unorthodox border draw the 
eye to it at once. Then the 
smartly drawn “Linzi” — also 
good and black—hold it there 
while you read the next copy in 
Gill sans italic. No heavy ugly 
types, no exclamation marks, no 
reverse panels—but bold just the 
same. 


Delightful lady 


Then look at the Coty item. 
That too stood out on the page. 
This effect was achieved by the 
clever ure of those bold vertical 
rules which the delightful young 
lady is supposed to be marking 
out with the lipstick, the heading 
in Gill sans bold condensed, and 
the lipstick drawing. 

Finally gaze on this Peter 
Robinson job. This is eye-catch- 
ing too by the use of carefully 
placed gimmicks—the raindrops 
with “Dannimac” across them 
placed at the top left-hand corner 
and a visual diagonal formed 
with the Peter Robinson “shape” 
at the bottom right-hand corner. 
Both are bolder than the half- 
tone and the copy and trap the 
eye long enough in the area of 
the advertisement for it to absorb 
the message. 

If anything, | would have left 
out the three little figures at the 
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The eye is trapped in the area of 

the advertisement by the rain- 

drops and the diagonal “shape” 

long enough for the message to 
be absorbed. 
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This item has been made to stand 

out on the page by having the 

lady mark in bold vertical rules 
with the product. 


top, or used a tint over them, as 
being black they rather detract 
from the main body. But that is 
a minor criticism. 

I do not think we want to 
revert to the bad old days of 
patent medicine advertising with 
large printer's fists, hand drawn 
reversed panels et al. There are 
more ways of catching a cus- 
tomer than by hitting him over 
the head. Moreover, with all 
those highly paid designers about 
to-day advertisements can be 
both bold and charming. 
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—both get the same results! 


How do advertisers judge the impact of a magazine? 
A good indication of its impact in any market is the 
number of returns a coupon advertisement ‘ pulls’. 


In the international market, a coupon advertisement 
in LIFE INTERNATIONAL and LIFE EN ESPANOL 
earlier this year has already drawn over 20,000 
replies from a single insertion —and enquiries are 
still coming in! 

The same advertisement also appeared in three 
other magazines. The two international editions of 
LIFE developed almost three times as many replies 
as the other three—at half the cost per enquiry. 


There’s good reason for such results. With a com- 
bined circulation of over half a million copies 
every fortnight, LIFE INTERNATIONAL and LIFE EN 
ESPANOL speak with the unmatched impact of pic- 
tures to a selective and highly responsive audience 
in over 120 countries outside the U.S. and Canada. 
More than 9 out of 10 subscribers and newsstand 
buyers are in business, government and the pro- 
fessions, with incomes far above average. 


Among all international magazines, the international 
editions of LIFE offer the finest printing and colour 
reproduction and the largest page-size. These are 
translated into tremendous impact at the point-of- 
sale by a wide variety of merchandising aids. 


Because each edition has such unique advertising 
and merchandising impact, both together get out- 
standing sales results. If you are interested in sales 
results in the international market, write for ‘More 
Facts about LIFE International Editions’. 
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Birthday of 


Good Housekeeping Institute 


BENEFITS TO CONSUMERS, MANUFACTURERS, 


AND ADVERTISERS 


N a special supplement to the October issue of Good 

Housekeeping, Miss Phyllis Garbutt, writes a brief 
survey of the work of the Good Housekeeping Institute, 
now celebrating its thirtieth birthday. 


It is significant that Miss 
Garbutt (who is Principal of the 
Institute) entitles her article 
‘Looking Forward After 30 
Years’—and it is clear that her 
main thought is for the future 
rather than for the past. 


Miss PhyllisGarbutt, Principal 
of The Good Housekeeping 
Institute. 


The history of the Institute 
is not without interest. Founded 
in what a contributor to the 
supplement describes as ‘the 
age of black lead'’—when house- 
wives struggled to keep their 
kitchen ranges and the rest of 
their homes clean, without the 
benefit of labour-saving devices 
—the Institute did much to 
break down prejudices against 
‘new fangled household gad- 
gets’. As the first independent 
advisory organisation in the 
domestic sphere, the Institute 
quickly gained the respect of 
women who found that they 
could rely on the now-famous 
Seal of Guarantee, and of manu- 
facturers who were not slow to 
adopt the many practical sug- 
gestions offered by the Institute's 
domestic science experts. 


The awakened interest in 
more efficient and practical 
domestic equipment, fostered 
by the Institute and publicized 
by Good Housekeeping maga- 
zine, led to benefits both for the 
housewife and for the manufac- 
turer. For this reason advertisers 
soon learned that reproduction 
of the Seal of Guarantee, both 
in advertisements and on the 
products themselves, was a 
definite aid to selling. 

There have, of course, been 
changes in and outside the Ins- 
titute during the past 30 years. 
Labour-saving devices are no 
longer rareties, to be regarded 
with mistrust. On thecontrary so 
many different varieties of ap- 
pliances are available that the 
housewife—eager enough to 
buy—often finds it difficult to 
make up her mind. The Institute 
cannot do this for her, but it can 
(and it does) give her all the 
details about the products in 
which she is interested, so that 
she can make a good choice. 
The advisory service run in co- 
operation with Good House- 
keeping magazine helps in this 
direction, as do the articles 


A vacuum cleaner, after prac- 
tical tests, is stripped for the 
construction to be checked. 


syndicated to the press by the 
Institute. Standards of manufac- 
ture and design have changed, 
too, and as these have improved, 
so the Institute has adjusted its 
testing techniques to keep pace 
with development. 
Nevertheless, the principles 
of the Institute remain un- 
changed. With its spirit of in- 
dependence, and its skilled staff 
who manage to combine a 
scientific detachment with a 
sound understanding of the 
problems of both consumers 
and manufacturers, the Good 
Housekeeping Institute looks 
forward to many years of ser 
vice to the public and to industr, 
which serves the public. 


Laundry equipment 
under test at the In- 
stitute. The tempera- 
ture of iron settings 
is being checked, and 
the wringer of a wash- 
ing machine is bein 
tried for ease and effi- 
ciency of operation. 
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REFUND OF MORET OR REPLACEMENT 
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THE NATIONAL MAGAZINE COMPANY LIMITED | 
28 30 Grosvenor Gardens, Londen, $.W.1. SLOane 4591 
Publishers of: Good Housekeeping - Harper's Bazoor - Vanity Fair 


House Beautiful - She - The Connoisseur 
The Good Housekeeping Books 
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Two supplements of 
outstanding merit 


Now and again one en- 
counters a supplement 
which stands out from the ruck. 
It is hall-marked by enterprise 
and good taste, it is bright but 
dignified ; eminently readable. 
Its cash value--which no wise 
management will ignore—is 
eclipsed by its news value. 

Such notable productions, un- 
fortunately but inevitably, are 
rare, It is a gala occasion then, 
when me encounters two- 
within the same week, 

First then, let us consider the 
four page, broadsheet size, sup- 
plement which the Essex County 
Standard devoted to the new 
North-East Essex ‘Technical 
College and School of Art re- 
cently opened by the Minister of 
Education, 

Typographically, and journal- 
istically this was a fine effort—in 
the best county tradition. 

The front page of this sup- 
plement carried a picture of the 
college 7 ins. x 124 ins., and a 
bold cut-out of a striking—and 
controversial-—statue. 


AUTOTYPE” 


BY WILTON EVAN 


Nine columns of editorial were 
occupied by three articles. That 
sounds solid and slabbish. Not a 
bit of it. The first, carrying a 
double-decker heading over five 
columns, was arranged in three 


varying lengths, two sections 
being above, and the longest 
column alongside a double 


column semi-solus advertisement. 
That is just an example of the 
versatile make-up employed. 

The main contractors, and 
various sub-contractors were of 
course “naturals” for advertising 
support, but here, too ingenuity 
was evident. Prestige advertis- 
ing, too, was secured. 

The designers and builders of 
boilers, and of industrial plant 
welcomed the opening of a new 
centre of technical education. 

Stephenson Blake—-who men- 
tioned that their advertisement 
was set in ‘Eric Gill's Perpetua, 
expressed pride at being asso- 
ciated with “this splendid 
achievement.” 

These are two examples of the 
level of advertising support. 

Perhaps the best accolade for 
this supplement is the fact that, 


<n 


in conjunction with the normal 
16 page issue, it represented the 
first 20 page “Essex County 
Standard” since the war. 

THE SECOND supplement of out- 
standing merit was produced— 
again four pages broadsheet—by 
the Hampshire Telegraph and 
Post. \t was devoted to agricul- 
ture—a subject some papers have 
veered away from this year since 
the weather can scarce have en- 
couraged farmers into a spending 
mood, 


The whole tone of the sup- 
plement, however, was of sturdy 
common sense likely to register 
well with the farming community. 

Here again the camera was 
used with great effect. 

A most distinctive feature, 
however, was a map (shown 
above) over half a page in size, 
of the agricultural side of Hamp- 
shire and West Sussex. Super- 
imposed were some 19 photo- 
graphs illustrating the farming 
speciality of each area. 


FOR 


Enlargements 


made by Autotype are to be seen at all the principal 


trade exhibitions this year. Clients come to us again 


and again. They prefer our work, rely on our 


promises and appreciate our friendly and intelligent 


service, knowing that we charge fair prices for 


enlargements really well made on first grade papers. 
Autotype enlargements are made in all sizes up to 


80 sq. ft. in one piece, in singles or runs, in black 


and white or colour, mounted or unmounted. 


Giant enlargements are made in sections for 


mounting like wallpaper. 


Imagination provides the only limit to their uses. 


* Most of the really good 


THE AUTOTYPE COMPANY LIMITED : BROWNLOW 


v 


Transparencies 


are given specialised care by Autotype with their 


“know how ” and up-to-date equipment. Consisting 


of enlargements on special material cemented on to 


glass or textile and illuminated from behind they form 


effective eye catchers anywhere. They can be made 


from a negative, print, art work or colour film, 


The Autotype price list together with an illustrated 
folder“ Are you interested in giants?” , are yours 
for the asking. Or you may prefer to give us a 


trial order. 


EALING - LONDON - W.13 


ones are made by Autotype 


ROAD * WEST 


EALING 2691-2-3 
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In the giant transformers being built for the British Supergrid, it is not uncommon to incorporate 
as much as 12 tons of insulation, Of this the greater part is kraft paper— kraft paper similar to 
that which is used to protect so many of the goods produced by the power which the Grid distributes. 
In the packing of these goods kraft paper is indispensable, whether as a wrapping paper, or 
made into bags, or transformed into the strong multi-wall sacks whieh have revolutionised 
packaging technique. And the large-scale production of kraft paper in this country owes 
everything to the enterprise of the Reed Paper Group when in 1929 they turned their experience 

4 of high speed wide-reel paper making to the manufacture of kraft paper, Since then there has been 

m 2M ever growing demand for Aylesford Kraft and at Aylesford Paper Mills to-day there is a 
greater quantity of kraft paper produced than at any other paper mill in Europe. 


There is no better Kraft than AYLESFORD KRAFT — made in Kent by British crafismen 


ALBERT E. REED & CO. LTD 
Aylesford Mills, Tovil Mills and Bridge Mills, Maidstone 
THE LONDON PAPER MILLS CO. LTD . EMPIRE PAPER MILLS LTD 


MEDWAY PAPER SACKS LTD 
REED PAPER SALES LTD 


THE MEDWAY CORRUGATED PAPER CO. LTD 
BROOKGATE INDUSTRIES LTD ~- THE THOMPSON & NORRIS MANUFACTURING CO. LTD 


REED FLONO LTD » POWELL LANE MANUFACTURING ©O. LTD 
&. R. FREEMAN & WESCOTT LTD ° REED PAPER HYGIENE LTD ° THE NATIONAL CORRUGATED PAPER CO. LTD 


Head Office : 103 Piccadilly London W.1 
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Legal Queries Answered 


Breach of contract—and 
the poster advertiser 


How does the poster advertising man stand when the owner of 


the site terminates a contract? 


The approach to the remedy is 


discussed in this article by OUR LEGAL CORRESPONDENT 


who raises the question at one point of 


making an amendment to 
iament. 


the Town and Country Planning Bill now before Pari 


Two problems connected with the poster advertising industry 
have been put to me, and as they are of general importance 
to contractors in all parts of the country, it may be profitable to 


discuss them in this article. 


The first, sent to me by a 
north-country contractor, is as 
follows: 


I recently signed a contract 
with a landowner for the erec- 
tion of a hoarding on a valu- 
able site. While waiting for 
planning permission from the 
local authority (which I even- 
tually received) a second con- 
tractor approached the land- 
owner, induced him to tear up 
my contract and made a new 
contract with him on the basis 
of a higher price for the land. 
Have I any redress against the 
landowner or the other con- 
tractor ? 


Let us consider first the possi- 
bility of an action against the 
What he has done 


landowner. 


is to terminate the contract in 
defiance of its terms. The usual 
remedy sought in such circum- 
stances is damages, but the 
sagen | of a successful action 

specific performance, and an 
injunction preventing him going 
ahead with the second contract, 
ought not to be ruled out. 

It is possible to obtain both 
damages and an order for specific 
‘en eg oe though this is 

ardly likely. The measure of 
damages will depend on the cir- 
cumstances. If, for instance, the 
site that one lost was a particu- 
larly good one which you could 
sell to an advertiser for a high 
price, and assuming that you 
could not get another to take its 
place, then one may get substan- 
tial damages. 


An order for “ specific per- 
formance ” means that the court 
will compel the landowner to 
carry out the contract, irrespective 
of the fact that he has repudiated 
it. The court will not make such 
an order if it considers that an 
award of damages will be suffi- 
cient, but if damages do not con- 
stitute an adequate remedy, then 
it may do so. But it is a dis- 
cretionary remedy that is entirely 
at the discretion of the court. 


There is also the possibility 
of a successful action against 
the second contractor, for the 
rule is that a person commits a 
tort (that is, a legal wrong) if, 
without justification, he know- 
ingly interferes with a contract 
between two other parties. 


It is important to remember 
that if the second contractor can 
prove that he did not know of the 
first contract then he will not be 
liable. 


Justified in law 


There are many instances in 
which interfering with a contract 
can be justified in law, but the 
circumstance outlined in the 
question does not constitute one 
of them. For instance, if a poster 
contractor has entered into an 
agreement to display certain 
posters, and if then these are 
“banned” for some good reason 
by the censorship committee of 
the poster industry, then no 
action would succeed, as it is con- 
sidered that such banning in the 
interests of public eneny * would 


ion 


Readers are invited to send 
their problems, which will be 
treated in strict confidence. 

Replies will be forwarded 
by letter, without delay, to 
correspondents concerned. 


Neither the Editor nor our 
legal correspondent can ac- 
cept any Jiability for the 
opinions expressed. 


be a good defence. 


It would seem therefore that if 
a second contractor knowingly 
induces a landowner to break a 
contract which he has previously 
entered into with a first con- 
tractor, the consequences can be 
serious. 


The second question is as 
follows : 

In the Town and Country 
Planning Bill now before 
Parliament it is stated that 
compensation is not payable in 
respect of any decision made 
on an application in pursuance 
of regulation under Section 31 
of the 1947 Act for consent to 
the display of advertisements. 
Can you inform me as to the 
amount of compensation that 
one is entitled to, under the 
1947 Act, if an application for 


@ Continued on page 28 


BMC. Rul Mications 


British Motor Corporation Ltd. 


Market. 


Have a combined 


For further particulars, 
and rate cards, 


Austin Motor Company Ltd Motoring, 

Magazine Department The Nuffield Organisation 
84, The Promenade Cowley 

CHELTENHAM OXFORD 


"Phone : Cheltenham 52733 


specimen copies, 
apply to 


"Phone : Oxford 77777 
| TG A OTULINIES CLL EE 


circulation of over 


| 100,000 MOTORISTS 


AUSTIN MAGAZINE, MOTORING, Austin Log Book & Diary, Nuffield Motoring Diary, Transport Efficiency 


A most economical 
medium for reaching 
the valuable Motoring 
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Why our name is getting around town 


It probably takes several years before any Advertising Agency 
gets talked about, in the way it wants. 

The reputation we are now building is for doing the work 
—and getting the results. We are very proud to handle the 
advertising of ‘ Viyella’ and ‘Clydella’; but we do not want 
to become known as ‘‘a textile Agency’’. We are very proud 
to design, produce and place the successful new posters for 
Ben Truman Pale Ale ; but we do not want to become known 
as “‘a beer Agency,” either, 


Our ambition is to retain our freshness by attacking a lot of 
new problems every day and selling a lot of different products. 
Our strength is the quick originality of our creative people, 
and a scorn of medioc rity. 

We do not aim to be giants of the advertising world, The 
service we offer is different, anyway. It is livelier, brighter, 
and less afraid of new ideas. It is, perhaps, best adapted for 
medium-sized accounts —run by advertising managers who know 
their own and their Company’s minds, 


ROBERT SHARP AND PARTNERS LIMITED, 3 Wyndham Place, London, W.1, Tel: AMBassador 1471-2-3-4 


INCORPORATED PRACTITIONERS IN ADVERTISING 
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Readers of influential morning 
newspapers are people of dis- 
cernment and taste. The winning 
and holding of their custom is, 
therefore, as much a test of the 
integrity of the advertiser as of 
the skill of his copywriter. To 
attempt to win their custom is to 
aim at the richest prize in the home 
market because these readers 
are all in the higher income 
groups. 


Belfast News-Letter 


Established 1737. More than a newspaper—an institution 
85 Fleet St., London 


Donegall St., Belfast. 


For easy and rapid Photo-printing; for ‘stats’ on 
the spot; for Enlarging, Reducing and trouble-free 

Visualizing. Confederate of the well-known Grant 
Standard Projector, but even more versatile and 

rapacious for work, When discovered, will be given 
hard labour for life. Finders will be weLL REWARDED 

in increased efficiency and absence of worry. In- 
quiries to Grant Production Co. Ltd., 4 Rathbone 

Place, London, W.1 (Museum 8717) or 7 Little Park 
Street, Coventry, (Coventry 64978). 


The Photoprojector 


to be produced in the United Kingdom. 

Chappie Ltd.'s concentrated selling fortnight, commencing on October 30, 

by the packaging division of the Bowater Organisation. The 

incorporates a tape of high tensile strength specially designed and produced 
jor Bowaters by P. P. Payne of Nottingham. 


Bowaters believe that this is the first example of tear-strip packing cases 


It- was prepared for use in 


® LEGAL QUERIES ANSWERED —continued 


a display is refused by a Local 

Planning Authority? 

The subject of compensation in 
relation to outdoor advertising is 
extremely complicated. Gener- 
ally, it can be said that the pro- 
posal in the present Bill will not 
affect a poster contractor unless 
he is also the landowner of the 
land on which the hoarding is 
erected—a situation which is of 
frequent occurrence—and only 
then if “in respect of the depre- 
ciation by a planning decision of 
the value of an interest in land 
to which the planning decision 
relates which at the time of that 
decision has an unexpended 
balance of established develop- 
ment value.” 


Amount of compensation 


So the prohibition proposed 
by the Bill can only arise on land 
which comes within that defini- 
tion. But supposing a hoarding 
now stands on land which is 
qualified within the terms of the 
definition, and if the hoarding 
has to come down as the result 
of a successful challenge by the 
Local Planning Authority, then 
it would seem that the present 
very limited amount of compen- 
sation now due to the contractor 
—that is, the cost incurred in re- 
moving the hoarding—might be 
in jeopardy. 

The only compensation at 


se 


vi oe 
AAs 
| 


present payable beyond doubt is 
this cost of removal, and on a 
strict interpretation of the words 
in the present Bill this would be 
lost if the land on which the 
hoarding stands is land within 
the above definition. 


Possible amendment 


That clearly is not the inten- 
tion of the Ministry and perhaps 
it would be worth while for the 
industry to consider the present 
wording of the Bill so that an 
amendment could be suggested in 
the forthcoming debates in the 


Lords. 
of instances in 


The number 
which the Bill, if it became law 
in its present form, is applicable, 
cannot be substantial, but even if 
there should be only one or two 
it would probably be worth the 
effort to save it in these excep- 
tional cases. 

So far as the 1947 Act is con- 
cerned, there appears to be no 
doubt that the only compensa- 
tion due to a contractor who 
loses a site under the regulations 
is the cost of removing the 
structure and restoring the land 
to its previous condition. If the 
contractor also owns the land 
on which the poster is standing, 
the position is more doubtful, 
but the “ better” opinion is that 
even then he is entitled to no 
more than the cost of removal. 


“HOLE 
TH 
RUOST 


This bus-back which will appear next month was designed for Smith's 


English Clocks Lid. by Stan Krol. 


It is silk screened, in five colours. 
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Up-to-date guide to the 


prosperous Danish market 


A document of considerable value to those at all interested in 
advertising and selling to Denmark has recently been published 


in this country. 


The Danes urgently need to trade with other 


countries and the forthcoming British trade fair and exhibition 
will present an excellent opportunity for those in the United 
K trade. 


ingdom interested in such 


ro the chagrin of several 
Danish selling organisa- 
tions many British manufac- 
turers to-day are inclined to 
overlook Denmark when it 
comes to the problem of “Fine, 
we have made it. Now where 
do we sell it?” 


Could it be that after compar- 
ing population and market poten- 
tials between our own country, 
Denmark and France, for 
example, we are inclined to undo 
a top waistcoat button and say 
“ Denmark is small fry, old man, 
we want the big stuff.” Could it 
be that many potential exporters 
to Denmark, and for that matter 
all Scandinavian countries, lack 
the knowledge to explore these 
fertile markets? 


Essential facts 


Or, on the other hand, do we 
know enough about Denmark? 
Do we know the essential where, 
when and how much about this 
country? 


“If this is the case, then Basic 
marketing facts about Denmark, 
published by Wahl Asmussen 
A/S, seems to fill a long-empty 

p. However, this publication, 
fike any other market research 
document, does not make easy 
reading. Yet in its simplicity it 
contains a fund of up-to-date 
statistical knowledge which both 
manufacturers and other market- 
ing organisations will welcome, 


. 


An artists im 
pression of the 
gateway to the 
forum planned for 
the British trade 
fair and exhibition 
which will take 
place in the autumn 
of next year m 
Copenhagen. The 
event is having the 
full support of the 
British and Danish 

governments. 


Advertising and 
selling problems 
in Switzerland ? 


DENMARK 


Population variations in every 
city throughout the country since 
1940 are given. It also records 
in detail the number of house- 
holds, and gives statistics based 
on Government records of retail 
trades and their turnover. Like- 
wise, it gives details of profes- 
sions, average incomes and the 
amounts paid in taxes. 


A curious feature of this docu- 
ment is that it does not enlarge 
on its own statistics. It tells the 
story of Denmark in earthy 
figures and seeks no argument. 
In painting a statistical picture of 
present day Denmark, this docu- 
ment is indeed a useful tool for 
exporters who are already in the 
Danish market—and also for 
those thinking about such activity. 


* * * 


As to the future, it is important 
for traders in the United Kingdom 
to realise that the endeavours of 
East European trading concerns 
to develop the Danish field, at 
least to a certain extent, look like 


being successful. In his review of 
the position, the Danish Minister 
of Labour and Economic Affairs 
gave out that Eastern Europe 
appeared to present great possi- 
bilities and any falling off of 
Danish exports to Western Europe 
—at present the main consumer 
of her goods—could to some 
degree be balanced by increased 
exports to the East. Particularly, 
he thought, was this development 
likely to take place in agriculture 
and shipbuilding. 

The plain fact of the matter is 
that Denmark vitally needs to 
trade with other countries. There 
are no appreciable foreign ex- 
change reserves, as the Governor 
of the National Bank lately 

inted out. The standard of 
iving of the population (about 
4,045,000) directly depends upon 
foreign trade. It would, said the 
Governor, be more than ever 
necessary to exploit market 
opportunities wherever and when- 
ever they were seen to exist. 

For that reason’ British 
exporters seeking to do busi- 
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ness with firms in Denmark are 
likely to find a very genuine 
desire to work out a satisfac- 
tory arrangement. 


Undoubtedly the British trade 
fair and exhibition to be held in 
Copenhagen from September 29 
to October 16 next year will 
provide a first-class opportunity 
for a larger volume of trade to 
be organised between the two 
countries. The event will have the 
full support of the British and 
Danish Governments. As in the 
case of the highly successful 
British exhibitions of 1932 and 
1948 (the last of which attracted 
over a million visitors), it will be 
organised by the British Import 
Union of Denmark in collabora- 
tion with the Federation of 
British Industries. 


Anglo-Danish trade is at a high 
level, and it is of the greatest im- 
portance to both countries that it 
should continue to _ increase. 
Britain is, and has been for a long 
time, far and away Denmark's 
best customer. 


First-ever retail store 
exhibition for America 


A significant show is to take place in New York at which will 
be seen the latest methods and newest equipment deliberately 
designed to cut the overhead costs and boost the profits of retail 

stores. 


OR the first time, the 

entire retail industry of the 
United States will have its own 
complete equipment exposition 
—the National Retail Industry 
Show, January 7-11, to be held 
in Madison Square Garden, 
New York. 

This event will bring together 
America’s leading manufacturers 
of all the latest equipment, 
materials and fixtures for more 
efficient and profitable selling. It 
should be of considerable interest 
to retail organisations and their 
advertising agencies in this 
country. 


Range of exhibits 


The exhibits will be grouped in 
sections covering eight of the 
major retail operations : Mer- 
chandise handling and warehous- 
ing, office and accounting, 
building’ and modernisation, 
delivery trucks, maintenance and 
supplies, automatic vending, store 
operations, displays and self 
service. The executives respon- 
sible for each of these store 
operations can. thereby _ get 
specialised attention in their 

rticular spheres of responsi- 

ility. There will be over 150 
exhibits of everything, from a 
mam bag to a delivery truck, 
rom a store front to a loading 


3 Av. 


Publicitas is the leading and largest 
General information and 

exact estimates are supplied free and 
without obligation to you. 

Write to our fully equipped 

Foreign Department, 


dock, and all the equipment, 
supplies and fixtures in between. 
The show, sponsored by the 
Store Modernisation Institute, is 
open to operating executives of 
all departments of the retail store 
industry, and to contractors, 
shopping centre builders, store 
designers, estate agencies and 
others engaged in commercial 
building and retail operations. 


Stiffening competition 


The exhibits are planned for 
owners and executives of all retail 
stores, as well as their offices and 
warehouses, and particularly for 
the big chains and department 
store organisations. 

“With retail sales volume 
growing, but with retailers’ profits 
shrinking, due to stiffening com- 
petition, it is more important than 
ever for store executives to be 
thoroughly informed of the latest 
methods and newest equipment, 
designed purposely to reduce 
overheads and increase profits,” 
recently said John W. H. Evans, 
managing director of the Insti- 
tute. “The National Retail 
Industry Show brings all the 
latest developments in retail 
operations together in one con- 
venient place for progressive 
retailers to compare and evaluate 
against their present operations 
and equipment,” he concluded. 


adver. 


Lausanne 
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Anyxow we did so—assisted by The Danish Gallup 
Institute—for the purpose of obtaining an analysis of our 
readers, their needs and tastes, habits and hobbies. 
Naturally our knowledge is your knowledge. Our 
representatives will be only too pleased to supply you 
with information about the Danish market and its out- 
standing advertising medium: Berlingske Tidende. 


lay we remind you of 


THE BRITISH EXHIBITION which is planned to be 

held in Copenhagen during the autumn of 1955—a fine 

opportunity for an advantageous introduction to one of 
oo Britain’s best markets. 


Herlingshe He Tidende 


Exclusive representative in Great Britain 


JOSHUA B. POWERS LTD. 
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14, Cockspur Street, London, S.W.|I. (Tel.: Whitehall 3366) 


—— 
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IN DENMARK YOU NEED 


Hjemmet 


Wherever you go in Denmark you will find 
Hjemmet — the home magazine. You will 
find it in almost every fourth home in the 
country, every week and all the week. 
Hjemmet gives your advertisements a foot- 
hold in the family. Net sale 263,559 weekly. 


AND 


The Magazine of the intelligent, fashion- 
conscious Danish woman of today. Within 
afew years of its first issue Alt for 
damerne has become an established national 
medium with a net circulation of 215,779. 


Exclusively represented in U.K. by 


JOSHUA B. POWERS, LTD. 
14 COCKSPUR STREET, LONDON, 8.W.1 
Tel. : WHiltehall 3366 


ADVERTISING IN DENMARK 


POLITIKEN 


London Manager: FRANK L. CRANE 


69 FLEET STREET Oe CENTRAL 2611/2 


Technical articles of real interest to engin- 
eers and executives appear regularly in 
Mechanical World. if your products appeal 
to the Engineering Industry, send for free 
specimen copy and rate card. 


Mechanical World 


ENCINEE RING RECORD 


Published monthly in London and Manchester 
Emmort & Co, Led., 31 King Street West, Manchester 3 
London Office: 50 Temple Chambers, Temple Avenue, 6.C.4 
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Great Britain 


a story to capture the imagination. It began 

with a bold decision taken shortly after the 
war by Bowaters, the British paper-making organisa- 
tion—one of the largest in the world. 

It was the decision to survey the North American 
continent by air, land and sea, to find the ideal site 
for a British paper mill that would help to meet the 
growing demand for newsprint and paper of all kinds. 

This decision has now taken shape in the outlines 
of the great integrated pulp and paper mills that 
have changed the horizon at Calhoun, on the banks 
of the Hiwassee river in Tennessee. 

For it was to Calhoun, in the heart of the pros- 
perous southern states of America, that the party of 
scientists and engineers returned to complete their 
final analysis. Here they found a township of some 
600 inhabitants, abundant supplies of water, elec- 
trical power, wide roads, railways, navigable rivers, 
and above all, close at hand, thousands of acres of 
quick growing southern pine. This tree matures in 
25 years, compared with an average 75 years for the 
northern spruce. Though previously considered too 
resinous for paper making the scientists of the paper 
industry have so adapted the pulping process that 
southern pine is now an ideal raw material. 

And now these new Bowater mills are producing 
130,000 tons of newsprint and 55,000 tons of sul- 
phate pulp each year — earning dollars for Britain. 


T= IS A STORY of achanging landscape... 


LS 


Bowaters 


An international organisation making paper, 
board and packaging materials that answer the 
needs of industry and trade throughout the world. 


For the whole of this output of newsprint has been sold 
for 15 years ahead to publishers in the United States. 

This is proof to the world that British enterprise 
and technical know-how can make their mark in 
the heart of the United States. Proof, too, of the 
goodwill that exists between these two great indus- 
trial nations. For, though Bowaters subscribed the 
whole of the equity capital, three-quarters of the 
$60,000,000 cost of this Bowater project was pro- 
vided in the United States in the form of dollar 
loans; and the erection of the plant on schedule in 
two years is a tribute to the American genius for 
large-scale construction. 

Here, to confound the pessimists, is a heartening 
example of Britain and America working together— 
technically, industrially and commercially—for their 
mutual benefit. For these new mills in Tennessee 
are already supplying much-needed newsprint to 
American publishers in the South. Meanwhile, to 
assure their supplies, Bowaters are planting southern 
pine seedlings at the rate of millions 
a year — an afforestation programme 
that has been described in the United 
States as “a lesson in the economics 
of tree planting”. Itis a programme 
that will still be harvesting dollars for 
Britain when the seedlings have reach- 
ed full growth and are pulped for 
paper a quarter of a century from now. 


THE BOWATER PAPER CORPORATION LIMITED 


United States of America Canada Australia South Africa Republic of Ireland Norway 


Sweden 


es a : r 
RE Syl a OD, NL ._ 
3 hS aS S higlyy | fa RE oe yo Soe Ze a A as - 
yx . ae. NYP ey $ Ni 4 1 veh ; SS \\ ee ~ . “ 
: ba, Teo Ge eee i Bower, (Pay ‘2 7 
Ph Seay eege” | ae ker. ||, “ 
in, Ee | NAY “eg, a a "Ze ‘i 
<i =) Cla i Ca _&y hs AS TE va wa =a 7 
ee Ya , Li “pe > . ™~ Sa ‘4b ee. | Veg i ~ R “SS : 
: » aa ‘ fa 
a 
int de in Britai ; 
zon in rennessee... made in britain , 
7 a 
‘ 1. 
+m eS 
| , 
{ 7 
| as 
| iy get 
> a 
| y | a 
‘ it 
ma) | a 
es ¥ er 
ae, = 
“a . 
: ° } ; a 
t: 1 . om ; 
Af ' U eo 
a \ ‘il 
ZZ : 
= 
a : 
‘| os” eee 
or | ( ‘a ce 
te | ' | 4 - : 
a E = es \\\ ae. 
4 ia : Z a 
if rx f ; aS ~ , ? F 
ah i 7 
ie da a . 
/ aN 
ee =| - 
& 
a 
- 


A 


on 


is 
ae 


in tart 


ee 


wae 


Leo ee 


i. 


aa FW See 2 


+ ea” Cn 


“ae, c ¢ 
: GG any 
or Toke: 


os Sk 


ADVERTISER'S WEEKLY 


34 


confidence”. 


A specimen copy and rate card will 
gladly be sent on application to the 


7, Portugal Street, London, W.C.2! 


There is something in the Church Times for everyone ; 
it interests all who are connected with parish activities 
(and many who are not), and enjoys a high “ reader 
Its sales are steadily increasing and it is 
of the utmost value to advertisers. 


Advertisement Manager, 
CHURCH TIMES, 


and 
for almost a Century 


GREATER 


than ever today 
as an advertising medium 
THE 


CATHOLIC 
TIMES 


The oldest Catholic family newspaper 


Ad. Managers : 

LONDON, P. A. FITZGIBBON. 
Central 5701 

LIVERPOOL, H. C. BEASLEY. 

Royal 3958 

GLASGOW, W. B. MURPHY. 
Centro! 5608 

CARDIFF, M. A. DEARLOVE. 


Cordiff 23774 
te te he hy 


Religious Publishers 
for over 200 years 


THE EPWORTH PRESS 


(founded by JOHN WESLEY in 1739) 


PUBLISHERS OF 
The Methodist Magazine 


(monthly) 
London Quarterly and 
Holborn Review 
The Choir 


(monthly) 


The Kiddies’ Magazine 


(monthly) 


The Preacher's Magazine | 


(monthly) 


The Church Record 


(monthly) 


Specimens and Advertising Rates from | 


25-35 City Road, London, 


—.c.! 


Octroser 7, 1954 


CATHOLIC TRUTH 


The Quarterly Magazine 
or THE CaTHotc TrutH Society 
with 
Comments, Articles and Book Reviews 


(Circulation 24,000) 


Recent contributors include Gordon Albion, 
Donald Attwater, Joseph Christie S.J., Lewis 
Hastings M.C., Christopher Hollis M.P., Ronald 
Knox, John Maude Q.C., J. B. Morton, 
Alfred Noyes. 


~ 
<a 
—<—s 


Price 6d. or 2/9 yearly, post free 


aye} Published at 
ae 5. < 
. * aS aN 


38/40 Eccleston Sq., London, $.W.1 


To reach the Protestant and 
Evangelical members of the 


Church of England 
YOUR ANNOUNCEMENTS MUST APPEAR IN 


The English Churchman 
The Evangelical Church Weekly 


EVERY FRIDAY 


|| 69, Fleet Street, London, ECA, (Tel.: CENtral 5861) 


PUBLISHED EVERY FRIDAY : PRICE SIXPENCE 
I Eprror: Jon KIMCHE 


7 
i THE ONLY JEWISH PUBLICATION WITH A 
Il NET SALES CERTIFICATE 
| Il A.B.C. FIGURE FOR JAN.-JUNE, 1954 
iit 15,382 WEEKLY 
ae 


rT] 

| A HIGHLY PROFITABLE ADVERTISING MEDIUM 
| READ BY JEWISH BUSINESS AND PROFESSIONAL 
il MEN AND WOMEN 


HT as ry gr — 
WILLIAM SAMU . (LONDON , 
i Tet. No. MAN 0428/9 
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The Religious Press 


HERE has been much 

speculation in recent 
months about whether we are 
on the eve of a religious re- 
vival in this country. Some 
people have gone so far as to 
say that a revival has already 
begun. Without attempting 
any forecast of how present 
trends may develop in the 
future, however, we can say 
that religion “is in the news” 
more frequently, and more 
people seem to be taking an 
interest in religious matters, 
than for some time past. 

The “Billy Graham Cam- 
paign” at Harringay early this 
year brought crowds from all 
over the country, in numbers 
that we had come to associate 


Rising significance 
carefully read medium 


By D. WALLACE BELL 
Secretary, Religious Weekly Press Group 


Group on Friday, is being sup- 
ported by religious leaders of all 
denominations. 

Many bishops have com- 
mended it in their monthly 
diocesan letters, and clergy and 
ministers up and down the 
country will make an oppor- 
tunity, in their Sunday services 
or week-night meetings, of urging 
their members to take at least one 
religious weekly paper regularly 
and to make it a part of their 
week-end reading. 


First ever held 
This Religious Press Week is 


the first ever to be held in this 
country, and it is a sign of lively 


“To a larger degree than for some time, religion is “in 
the news”’ and energetic efforts are being made to increase 
the circulation of the various elements composing the 
religious press. This article describes the scope and value 

of that press for advertisers. 


A 


with leading football matches, 
but not with religious meetings. 
Even more significant, the cam- 
paign meetings were a matter of 


almost daily comment in the 
national press, and of popular 
conversation in London's pubs 


and buses—and also in places 
far from London. 

Religious publications § are 
sharing in this increased interest. 
At an exhibition of religious 
books arranged by the Pub- 
lishers Association in May, it 
was revealed that religious books 
now take fourth place, in sheer 
weight of numbers, among the 50 
categories of new books pub- 
lished each year. 

They are surpassed only by 
fiction, juvenile and educa- 
tional books. And the religious 


As this article is read, 
Religious Weekly Press Group 
(whose members include 18 of 
the major religious weekly news- 
papers with a national circula- 
tion) is launching a “Religious 
Press Week” designed to make 
this section of the national press 
still more widely known and 
supported. 

the “Week,” which will be 
formally opened by Lord Paken- 
ham at the annual luncheon of 
the Religious Weekly Press 


activity by a group of pers 
growing in strength, and havin 
a distinctive place in the nationa 
press. 

The co-operating papers cover 
a wide field. Some are frankly 
denominational, and have their 
following almost entirely among 
members of their own particular 
Church. The Church of England 


The amazin, 
year astonished many who had not thought that religion commanded 


such a large amount of public interest. 


of a 


A corner of the 
“Christianity in 
books” exhibition 
held last May by 
the Publishers 
Association. 


ADVERTISER'S WEEKLY 


Powerful support for bid 


to expand circulations 


Sponsored by the Religious Weekly Press Group, “Religious 
Press Week,” October 10-17, aims to encourage religious people 


to read at least one religious weekly newspaper regularly. 


A NUMBER of messages of 
commendation on the 
organisation of “Religious 
Press Week” have reached the 
Religious Weekly Press Group. 


Newspaper, the Church Times, 
and the English Churchman come 
into this category in the Anglican 
Church ; the Catholic Times and 
the Tablet in the Roman Catholic 
Church ; the titles of the Baptist 
Times, the Friend, the Jewish 
Chronicle and the Methodist 
Recorder denote their denomina- 


@ Continued on page 36 


response 10 the Billy Graham campaign earlier this 


The scene above took place 


during the course of one of the opening meetings held in Harringay 


arena. Dr. Graham will visit Scotland early next year. An 


adver- 


tising case history titled “How publicity helped the Billy Graham 
mission” was published in “Advertiser's Weekly,’ page 392, May 20. 


The following represents a 
series of extracts from some of 
the messages. 


“I am glad to know of the 
Religious Press Week and wish it 
all success. It should serve a 
useful purpose in encouraging 
members of churches to keep 
themselves well informed about 
the operations of the churches 
and the movements of Christian 
thought, activity and witness in 
these critical days,” 


From His Grace The Lord 
Archbishop of York : 

“I hope very much that the 
Religious Press Week may be 
successful. I understand that its 
purpose is to encourage religious 
people to read at least one reli- 
gious weekly newspaper, and thus 
to keep themselves informed of 
religious news and developments. 

“A great deal of valuable and 

uict work is being done by 

hristians throughout the country 
of which many are entirely 
ignorant; a religious newspaper 
would help its readers to under- 
stand more fully the value and 
the extent of Christian work.” 


From His Eminence Cardinal 
Griffin, Archbishop of West- 
minster : 


“Due to the number of 
interests to be catered for and 
also to the shortage of available 
space, much information of con- 


@ Continued on page 37 
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ADVERTISER'S WEEKLY 


Every week a Religious 
Preas Week in 


The 
Church of England 
Newspaper 


Recognised as a most 
authoritative and opinion- 
forming Christian journal, 
its Opinions are extensively 
quoted in the daily and 
weekly press. The C.E.N. 
continues to increase in in- 
fluence and circulation—and 
in advertisement contents. 
Specimen copy and rate card 
will besent on application to: 
R. M. O'HARE, 
Advertisement Manager, 
Church of England News- 
paper, 33, Ludgate Hill, 
London, E.C.4, 
CITy 3063. Grapho-phone, London. 


The Christian 


is the oldest interdenomina- 
tional religious weekly, and 
is an automatic choice with 
agents and advertisers in the 
Appeals advertising field. 
For the twelve months end- 
ing June 30, 1954, gifts 
totalling £8,242 were sent 
to the Editor for distribution 
amongst charities using the 
advertisement columns. Itis 
impossible to calculate the 
sums sent direct to the 
Charities. 

Itis also anexcellent medium 
for National advertising, 
reachinganinfluential cross- 
section of the Christian 
public. 

Classified advertisements 
pull in The Christian. 
The Advertisement Manager 
will be pleased to send scale 
of rates and specimen copy. 
Offices; 33, Ludgate Hill, 
London, E.C.4, 
CITy 3063, 


The Life of Faith 
is one of the leading 
religious weeklies in 
the interdenomina- 
tional field, 
it is a paper which 
has the full confid- 
ence of its readers, 
which is proved 
by the excellent 
response to adver- 
tisements in its 
columns. 


Particulars of space available from 
Miss D. P. Maton, 
THE LIFE OF FAITH, 
33, Ludgate Hill, London, E.C.4 
CITy 3063. 


Every Friday 6d. 


2 
E®ablished 1841 


Time 
and Again 


the pulling power of 


THE 
JEWISH 
CHRONICLE 


has proved its worth 


No Nationa! Advertiser can 
afford to disregard its 


readership 
8 
Advertisement Manager: 


A. B. GUTHRIE 
32, FURNIVAL ST., E.C.4 


Tel.: HOL, 9252 


A 400,000 circulation quarterly 
magazine produced for and bought 
Hf members of The Mothers’ 
nion, 
A journal read by mothers who 
have to buy for their home and 
family as well as for themselves. 
Published March and quarterly. 
Page rate £120 and pro rata. 
Specimen copy and rate card on 
request. 


CHANSITOR PUBLICATIONS 


37 Chancery Lane, London, W.C.2 
Tel. : CHAncery 3561 


A WORTH WHILE FIELD 
FOR ADVERTISERS 


THE MISSIONARY HERALD 


MONTHLY SALES 
27500 


Enquiries to 
CAREY KINGSGATE PRESS 
6 SOUTHAMPTON ROW, 
LONDON, W.C.!. 
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The Religious Press 


Methodist Recorder picture 


The president, the Rev. W. Russell Shearer, delivering his address in 

the Westminster Central Hall during this year’s Methodist conference. 

Religion is experiencing a remarkable growth of public interest and 
this is seletied by the thriving nature of the religious press. 


® CAREFULLY READ 
MEDIUM — continued 


tional interest, and the /nquirer 
serves the Unitarian group of 
churches. The War Cry, pub 
lished by the Salvation Army, and 
the Church Army Gazette, reach 
a wider field because they are 
largely sold in the streets and 
(especially so the War Cry) in 
public houses. 

Other papers, such as the 
British Weekly, the Christian, the 
Christian Herald, the Christian 
World, the Life of Faith, and the 
Sunday School Chronicle, are 
interdenominational, although 
the Christian World has a pre- 
dominant following in_ the 
Congregational Churches, and 
the Sunday School Chronicle 
serves a specialised interest, as 
its title implies. 


Varied characters 


The character of the papers 
varies greatly, from those that 
are produced in a modern, popu- 
lar style, to some that have the 
flavour of a learned review. 

Some devote a large part of 

their space to news of what 
is happening in church circles 
—this is, perhaps, most marked 
im the denominational papers 
—but they do not by any 
means confine themselves to 
news of their own denomina- 
tions. Other papers consist 
almost entirely of feature 
articles. 

Some among them (those that 
are most frequently quoted by 
the general press) carry forth- 
right articles, signed or editorially 
anonymous, on matters that are 
of special concern to the world 
at large, subjects ranging from 
the implications of the hydrogen 
bomb to juvenile delinquency, 
from German rearmament to the 
colour bar and road safety. 

These are not just gratuitous 
comments by people who happen 
to sit in editorial chairs, they are 
rather an attempt to bring 
religious judgments to bear on 


issues that affect us all. Articles 
such as these fill what would 
otherwise be a gap in British 
journalism, and they find their 
rightful and natural place in the 
religious weekly press. Indeed 
on any social issue, a press clip- 
ping service will bring an impres- 
sive array of cuttings from 
religious weeklies, showing both 
responsible and balanced com- 
ment, and reporting action taken. 


Honourable history 


It is relevant to remember that 
it was a Christian minister who 
this year has made the most con- 
structive effort to overcome 
London's “ Teddy boy” menace ; 
and it is through the churches 
and the Friendship Houses that 
they have sponsored, that one of 
the main attempts is being 
made to tackle the problem of the 
growing coloured community in 
our midst. 

The religious press has a long 
and honourable history in this 
country, going back nearly 200 
years, most of the present papers 
dating from about 100 years ago. 

There have been some amalga- 
mations and a few casualties, the 
most recent being the Guardian, 
but generally speaking religious 
papers, and especially religious 
weeklies, have shown remarkable 
stability. 

Their strength lies in many 
factors—the character of the 
papers themselves, the type of 
reader they attract, and because 
they are, for most people, 
week-end reading. A church 
paper may be published on 
Thursday or Friday, but it is 
only rarely that it is read 
through quickly and _ then 
discarded. 


Read at leisure 


Usually it will be read at 
leisure, on Friday or Saturday 
evening, or on Sunday, and it will 
be read thoughtfully. “Headline 
reading” is an impossibility with 
a religious newspaper—let _ 4 
one who doubts, try for himself. 

@ Continued on page 37 
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* POWERFUL SUPPORT FOR BID 


TO EXPAND CIRCULATIONS—continued 


siderable religious importance 
fails to find expression in the 
ordinary secular newspapers. We 
warmly commend the religious 
press for its efforts to fill this 
need and to supply information 
of value to all who would lead a 
truly Christian life. 

“The support of the religious 
press has in these days become a 
necessity rather than a luxury or 
good work worthy of dutiful sup- 
port. So important is their role, 
so vitally necessary is it that their 
Christian message be read, that 
those responsible for the produc- 
tion of these newspapers must 
strive always not merely to pre- 
sent the truth without fear or 
compromise, but also to main- 
tain the highest standards of 
journalism. Nothing second-rate 
will do. 

“I hope that the day will come 
when each family in the country 
will read at least one religious 
newspaper each week, and I com- 
mend the Religious Weekly Press 
Group for its effort to bring this 
goal nearer.” 


The Rt. Rev. the Moderator of 
= Free Church Federal Coun- 


“It is of great personal interest 
to me that the Religious Weekly 
Press are united by calling specific 
attention to the service they 
render to the life and work of 
the Christian churches. It is 
very much to be desired that the 
members . . . should read the 
news concerning the activities 
and development of their church 
in different parts of this country 
and of the world. 

“As things are at present the 
leaders of the church are con- 
scious that only a limited number 
of the members read the words 
which they would desire that all 
should hear, or follow the pro- 
cedures and decisions of the 
church courts. If the churches 
are to be in the fullest sense an 
instrument which God can use, 
particularly in these disordered 
and difficult days, the fullest pos- 


sible contact between the mem- 
bers of the churches which can 
be secured through a wide and 
general reading of the religious 
press will be a very great contri- 
bution to that end.” 


From The Very Rev. The 
Chief Rabbi : 

“I heartily commend the prac- 
tical and general purposes of 
Religious Press Week. Denomi- 
national papers to-day must not 
confine themselves to items and 
views of interest to the particular 
denomination: they should also 
reflect the challenge which is pre- 
sented to religion by current 
moral, cultural, political and 
economic issues, 


“It is therefore of first impor- | 


tance that the members of all 
denominations should read their 
respective journals and papers to 
appraise their peculiar specific 
activities: readers should also 
be strengthened in the conviction 
that religion and absolute moral 
values are urgent and realistic 
factors to buttress, humanise and 
save our modern civilisation.” 


From the President of the 
Methodist Conference, the Rev. 
W. Russell Shearer : 

“Ideally, a Christian man 
ought to read all the religious 
newspapers, if he is to be well 
informed on the state of con- 
temporary religious life. In the 
pressure of our times, however, 
the ideal can rarely be achieved, 
but no Christian ought to be too 
preoccupied to read at least one 
such paper weekly. The church 
in Britain loses coherence and 
power when its members are not 
kept abreast with the movements 
of the Spirit in thought and 
action, and I believe strongly in 
the value to the church witness of 
the regular reading of a religious 
journal. 


“I warmly commend _ the 
objects of the Religious Press 
Week to all our Methodist 
people.” 


© CAREFULLY READ MEDIUM -—continuea 


But in any case the readers of 
religious papers do not want to 
rush from column to column and 
page to page. They are the kind 
of people who enjoy reading— 
clergy and ministers, church 
officers and youth workers, 
teachers and group secretaries, 
and even the ordinary man in the 
pew. 

Moreover, a church paper is a 
family paper, and sometimes 
almost a congregational paper, 
being shared among two or three 
families, and passed from one 
to another. The publishers might 
prefer it if each bought its own 
copy! 

So far this survey has dealt 
entirely with the religious weok- 


lies, but there is an almost 
bewildering array of religious 
monthlies and quarterlies, many 
of them published by particular 
Church societies, Finally there 
are parish magazines. with local 
circulations, but together reaching 
a vast number of people—some 
of the “insets,” published nation- 
ally and available to the local 
parishes, have seven-figure 
circulations. 


| Particulars from : The Advertisement Manager, The Christian Herald Co. 


ADVERTISER'S WEEKLY 


Billy Graham 


writes exclusively 


each week 


THE 
CHRISTIAN HERALD 


Which goes into 
A QUARTER OF A MILLION 
HOMES EVERY WEEK! 


Advertise in it and 
Prove its Worth 


Ltd., Western Esplanade, Portslade, Sussex, Hove 47288, or 167 Queen 
Victoria Street, London, E.C.4, Central 3624. 


* An economical way of reaching 
a first-class market. . . 


SUNDAY SCHOOL 
CHRONICLE 


Devoted to Youth work and all aspects of Youth Endeavour 


OFFICIAL ORGAN OF THE 
NATIONAL SUNDAY SCHOOL 
UNION 


Every Thursdey 
Sole Advertisernent Representatives ; 
ALDRIDGE PRESS, LTD. 


27, Chancery Lane, London, W.C.2. 
Holborn 8655-46 


| GRADED TEACHER 
| SUNDAY SCHOOL 
LESSON HELPS 


Issued quarterly and yearly. 
Series of 


four publications : 
Beginners ; Primary ; junior ; 
Senior. 


CALLING ALL ADVERTISERS ! 
CALLING ALL ADVERTISERS! 


GOOD LINES 


CALLING ALL TRAVELLERS! 
CALLING ALL TRAVELLERS! 
GOOD LINES the commercial travel- 
fers’ magazine since 1692. There are 
80,000 commercial travellers in Britain 
—a really useful market. 
GOOD LINES %. MONTHLY 
Send for rates card to 
51, CLOTH FAIR, LONDON, E.C.1 
or ‘phone MONarch 127! 


Every scheme to cover 
Religious Papers 
MUST include 


THE BAPTIST TIMES 


ial nal of the Baptist 
OO onions 


CIRCULATION : 20,500 weekly 


Advertisement Managers 


WILL KITCHEN Jr (MAGazines) LTD 
131 FLEET STREET, LONDON, E.C.4. 
Telephones CENtral 3133, 3754, 1960 
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ADVERTISER'S WEEKLY 


THE 
TABLET 


Founded in 1840, the only 
Catholic Weekly Review 
of 


Politics, Literature and the Arts. | 


Specimen Copy and Rate Card from 
The Advertisement Manager, 
128 SLOANE STREET, LONDON, 5.W.!. 
Telephone: SLOane 0418 


The LONDON 
CHURCHMAN 


The Official Magazine of The Diocese of 
London 


Published monthly, contains 
Bishop's letter, and articles 
by leading writers on church 
life and work. 

Valuable concentrated circula- 
tion of 40,000 covers Greater 
London North of the Thames 
going to Incumbents, Archi- 
tects, Houses, and used ex- 
tensively as Parish Magazine 
inset. 


“Firms which advertise in*OUR 
PAPER’ must be good” readers 
say. 

Copy and rate card from. 
ADVERTISEMENT MANAGER 
*LONDON CHURCHMAN ' 

33, BEDPORD SQUARE, W.C.! 
MUSEUM 4155-7 


HOME 
WORDS 


The Largest Circulation 


of any 

Religious Publication 

1,500,000 MONTHLY 
A mass circulation Parish 
Magazine Inset with Countrywide 
coverage. A proved advertising 
media for domestic «appliances, 
household products, foods, drinks 
etc. 


Send for specimen rates and 
available space in 1988, 


Advertisement Manager, 
CHANSITOR PUBLICATIONS 
37 Chancery Lane, London, W.C.2 
Telephone : CHAncery 4561 


| 


HOMES & 
PARENTS 


the magazine for 
parents who care 


A home-makers monthly produced 
in two colours with authoritative 
articles based on Bible teaching and 
on every aspect and problem of 
family life. 

wLarge regular subscription list. 
Used in Mothers’ Union and Young 
Wives’ Groups, and passed from 
family to family. 


The Archbishop of Canterbury writes 
“It will help greatly to strengthen the 
home life of our country.” 


Specimen copy and rate card from 


H. C. SMITH, C.S.S.M. 
5, W ¢ Street, London, W.1. 
elephone : Lang 1774 


SY — " 


CHRISTIAN | 
WORLD | 


Read weekly by 60,000 
well-to-do = Church 
‘olk. 


Regarded mainly as the 

CONGREGATIONAL 
Free Church Newspaper. 
The Congregational Union of 
England and Wales is the 
second largest Free Church 
Denomination in the British 

Isles. 
Rate Card, etc., from 

F, LEWIS 
Advertising Manager 
The Christian World Ltd. 
| 110 Fleet Street, London, E.C.4 


% The pictorial Catholic magazine 
for the family. 


% Distributed monthly throughout 
the British Isles, 


%* Has reached a circulation of 
21,000 in three years. 


Novena Office : 
St. Mary's, Clapham, London, 8.W.4. 
Tel. : MACaulay 5251 


ILLUSTRATED 
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According to the balance 
earlier this year in London. 


WO notable events in the 
religious life of the nation 
| have taken place this year, and 
| should be considered in rela- 


| tionship to the undoubted 
| growth in the prestige and 
influence of the religious 
press. 


The London exhibition, “Chris- 
tianity in books,” organised by 
the Publishers Association, was 
widely regarded as successful be- 
yond all expectations. The scope 
of publications—books, news- 
papers, magazines, etc, — dis- 
played went far beyond the range 
imagined by most of those who 
attended. 


Then there was the Greater 
London Crusade which brought 
Dr. Billy Graham so spectacularly 
before the notice of the British 
public during the months of 
March, April and May. Spon- 
sored by the Evangelical Alliance, 
this campaign brought a fresh 
dimension to organised religion 
in the United Kingdom. Dr. 
Graham visits Scotland early next 
year. 


As the recently published finan- 
cial statement of the Greater 
London Crusade has made clear, 
publicity played a full part in the 
campaign—a point that was, in 
fact, stressed by Jerry Beavan, 
director of public relations and 
executive secretary to Billy 
Graham, during the course of his 
article, “How publicity helped the 
Billy Graham mission,” published 


Billy Graham publicity 


fund—how it was spent 


the Billy Graham organisation 


sheet, 
spent more than £52,000 on advertising the campaign conducted 
Posters alone cost almost £29,800. 


The Bible stand at the Publishers 
Association exhibition. 


in ADVERTISER'S WEPKLY, page 
392, May 20. 


A section of the financial state- 
ment refers explicitly to publicity 
and gives the following break- 
down of expenditure: 


£ 
errs ere 29,777 
Oo sanaestealge 9,703 
Special sites ...........1.... 1,900 
Special literature ......... 7,976 


Film “Oil Town, USA” 3,239 
£52,595 


The budget had been for £50,250. 


| A view of the “ Christianity in books” exhibition organised by the 


| Publishers Association. This 


was @ success 


beyond general 


expectations. 
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From Edward F. MacSweeney 


Reorganisation of tourist 


industry in the wind 


HEN the Dail (Parlia- 

ment) reassembles this 
month one of its first tasks will 
be the consideration of new 
legislation designed to re- 
organise the tourist industry 
and probably unite its two 
boards: in the meantime F. J. 
Muldowney, of An Bord Failte, 
and J. M. Glynn, of Fogra 
Failte (the publicity side of the 
Irish tourist set-up), have been 
in London representing Ireland 
at the International Travel 
Organisations conference. 

Another government step which 
may affect advertising is the de- 
cision to review the supply and 
distribution of proprietary and 
patent medicines, infant foods 
and medical and toilet prepara- 
tions. This will inevitably bring 
in the advertising side of distri- 
bution when the Fair Trade Com- 
mission opens its hearings either 
late this month or early in 
November. 

Yet a third government step 
may come to control the use of 
loudspeaker cars for advertising. 

There is a rising volume of 
protest against this form of 
and on several 


by-laws, but so far these have 
not been introduced in Dublin, 
where complaints have been 
strongest and most consistent. 


Cinema feature 


ADVERTISING SUPPLEMENTS are 
boosting business at the present 
time—both the Evening Herald 
and Evening Press carried a re- 
markable volume of advertising 
in features of the opening of the 
new Ambassador Cinema in Dub- 
lin, for which a great deal of the 
promotion work was done by 
John Upfold of Paramount's 
London office. The /rish Times, 
on September 28, produced an 
admirable supplement on “ Radio 
and electronics” covering the 
new radio sets for the 1954-55 
season. 


* * * 


TALKING OF radio, the criticism 
of sponsored radio shows from 
Radio Eireann is becoming 
sharper because comparatively 
few of the sponsors are breaking 
from the routine disc jockey 
show with its string of platitudes. 


At the present time 29 sponsors 
are using time on the service, 15 


of them being manufacturers of | 


food or confectionery. 


| Benevolent society 


THe ADVERTISING Benevolent — 


Society of Ireland has now for- 


mally passed its rules and estab- | 


lished itself with an initial mem- 
bership of about 130. 
general meeting on September 27 


The | 


confirmed the rules, elected the | 


acting council (under 
Clark’s chairmanship) 
until the annual 
March, and named William G. 
King (Independent Newspapers), 


to serve 


J. J. O'Leary (Cahill’s, Ltd.) and | 


Brian D. O’Kennedy (O’Kennedy- 
Brindley, Ltd.) as trustees. Ap- 
pointed auditor was R. W. F. 
Newport. Fund-raising and 
ladies’ committees were also 
appointed. 


| Advertising course | 


Wuice THe Dublin High School 
of Commerce continues to pro- 
vide the main advertising and 
publicity course a development 
in Dublin’s vocational 
has been the introduction of a 
new subject to the curriculum of 
the School of Commerce and 
Retail Distribution — “ Applied 
Art and Window Display.” 


It will not cover the subjects | 


so widely as the advertising or 


the art in industry courses at the | 
High School of Commerce, but | 


is intended to provide a basic 


knowledge for persons engaged 


in the retail trade. 
* * * 


IN COUNTY TIPPERARY a new | 


effort is to be made, sponsored 
by the local branch of the Gaelic 


League, to induce advertisers to | 


use the Irish language in their 
announcements and packaging. 
An organiser is to visit all retail 
traders in the county as the first 
approach, but manufacturers are 
being asked to co-operate through 
their press advertisements and 
posters. The action is part of 
the campaign for the revival of 
the Irish language. 


meeting next | 


schools | 


Gordon | 


ADVERTISER'S WEEKLY 


the Top of the Market read 


THE IRISH TIMES 


—the Top of the Mornings 


| London Office: 59, Fleet St., E.C4 


McConnell 
(Incorporated Practitioners 


in Advertising) 
mean business 
IN DUBLIN 
Publicity House, Pearse Street 
IN LONDON 
St. Stephen’s House, Westminster 
IN COLWYN BAY 
25 Prince’s Drive 

IN DERBY 

24 The Strand 
IN NEWCASTLE 
126 High Street, Easington Lane 


to 


++.@ symbol of 


NNED . 
PACKAGING 


| WILLIAM W. CLELAND LTD, 


PRINTERS AND BOXMAKERS 
STAPLE HOUSE, CHANCERY LANE 
LONDON, W.C.2 HOLborn 252! 


COMPANY REGISTRATION 


Private Limited Companies for the Adver- 

tising, Publishing and Allied Professions 

formed within eight days. 

Full obligation-tree particulars gladly 

upon receipt of written or telephone 

enquiry 

CITY BUSINESS SERVICES (LONDON) LTD. 
Company Registration Agents 


tham Broadway, 5.W 4. 
we, Oe TUL. 464), O90 


| 


MODERN 
PUBLICITY 


VOLUME 24 


890 illustrations 
87 in colour 


Of last 
Weekly said : 


matter of course 


issue Advertisers 


“One assumes a6 a 


year's 


that every art 
director keeps these volumes very 
close to his elbow.” Cecil D. Notley 
in R.S.A. Journal said: “ The job 


has been professionally well done.” 


11} x 84. Cloth. 


ART & 
INDUSTRY 


Like its annual Modern Publicity 
eaters for the enquiring mind. Ws. 


35a. net. 


per annum, post free. 


& CHANDOS PLACE, LONDON, W.C.2 
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ADVERTISER'S WEEKLY 


Public Relations 


Europe’s transport men will 
boost the new KLM services 


A spectacular public relations 


is being staged by the KLM air company 
in order to publicise the introduction of Super Constellations on the Amsterdam to 
Sydney route. A number of other advertisers are joining in and several European 


countries are being grouped within the venture. 


ONE of the most elaborate public relations operations in 
recent years will be undertaken by KLM at the end of 
the month when work people connected with European transport 
systems will be flown to Australia. 


There will be a taxi driver 
from Paris, a railway engine 
driver from Germany, a sca 
captain from Norway, a postman 
from Copenhagen, a tram-driver 
from Brussels, a mountain 
railway-driver from Switzerland, 
a gondolier from Venice, a bus- 
driver from London and, of 
course, a KLM pilot from the 
Netherlands. 


First-class travel 


The trip is being undertaken to 
publicise the introduction of 
Super Constellation airliners on 
the Amsterdam to Sydney route. 
The representatives of European 
transport will fy out on the first 

lane which will leave on Octo- 

r 31. They will be travelling 
first-class, and will carry letters 
of greetings from heads of Euro- 
pean transport to their opposite 
numbers in Australia. The letters 
will be packed in special en- 
velopes with a special Dutch post- 
mark, 

Different techniques were used 
in each country to select the re- 

resentatives. In the United 

ingdom, KLM’s regional press 
officer, Basil Clarke, approached 
Tillings, the London bus and 
coach operators, and left it to 
them to select their man. They 
chose 56-year-old John A, Adams, 
who has been driving for the 
company for 31 years. 

In Paris an entirely different 
approach was taken, 


Avalanche of taxis 


For one thing, they wanted to 


_ impress on Paris taxi drivers the 


location of the KLM offices. 
They took space in Paris news- 
papers an simply stated: 
“Wanted—a taxi driver to go to 
Australia. Apply to any KLM 
office.” No addresses were given. 
Soon nearly 
driver in Paris was looking 
for, and finding, a KLM office. 


KLM were inundated with 

applications. 

A short list has been compiled 
—but taxi drivers are still driving 
to KLM offices. 

The Copenhagen press co- 
operated in the quest for a post- 
man, They published photo- 
om of a postman with the face 

lanked out and the question 
“Who is going to Australia ?” 
The Danish postal authorities 
sent a short list of photographs 
to KLM and a final selection will 
be made shortly. 

In addition to KLM, several 
other advertisers will be cashing 
in on the trip. 

In this country Smiths English 
Clocks Lid. will be presenting 
Mr. Adams with a new Smiths 
watch. Their line is: “Mr. 
Adams has had a good record for 
31 years because he has been 
punctual. He has been punctual 
because he has used a Smiths 
watch. But now because his 
watch is getting a little old we 
are giving him a new one.” 


Ross-Ensign will be presenting 
Mr. Adams with a camera to 
ensure his keeping a personal 
record of the trip. ; 

Approaches for similar tie-ups 
are being made to an air 
luggage company, and a leading 
West End man’s outfitter. 

What is probably the most 
expensive public _—relations 
“cargo” of all time will arrive 
in Australia on the afternoon of 
November 4. They will be the 
guests of KLM in Australia for 
one week. The total cost of the 
operation is at present difficult to 
ascertain. 


| 
Whole hogging 


HE sweet smell of roasting 
hogs drifted through Batter- 
sea Pleasure Gardens the other 
day. Visitors like a pack of 


bloodhounds followed the scent 
until they came across a large 
sign proclaiming the virtues of 
the new Meatendra, which is 
claimed will make the toughest 


The long line of hungry guests waiting to reinforce themselves with 


roast hog... 


modified and improved by the new Meatendra product 
which, it is claimed, will soften the toughest portions of flesh. This 


barbecue event took place in Battersea Pleasure Gardens. 


Basil Clarke (right), KLM’s 
regional press officer, shows bus 
driver John A. Adams the route 
he will be taking for the longest 
journey in his career. It will also 
no doubt be the most expensive, 
since the return fare would be 
upwards of £500. 


piece of steak melt in the mouth. 
Beneath the sign the American 
“Barbecue King” Sergeant Milton 
A. Eidson and his assistant—who 
is simply known as “Flik”—spent 
almost an entire day roasting 
several hogs in the traditional 
barbecue manner — with, of 
course, the addition of Meatendra. 
In the evening well over 100 
members of the press went along 
to sample the pork, together with 
the essential, accessories like 
piping hot barbecue sauce and 
n slaw. 
Then another hog went on the 
spit for the public to sample. 
he Battersea barbecue was 
organised by the public relations 
department of illings Press 
Service Ltd. 


Rousing civilians 


N recent months an average 
of two people have been sit- 
ting in the public gallery during 
the monthly meetings of Totten- 
ham Borough Council. Members 
of the council were alarmed at 
the apathy and called in the 
town's public relations officer, 
N. F. Batchelor. He was 
instructed to devise a poster cam- 
ign for the September meeting. 
‘or six days prior to the meeting 
some 60 posters were displayed 
throughout the borough, on 
special corporation announce- 
ment stations and in the public 
libraries and information centres. 
They were worded: “Hear your 
business discussed at the council 
meeting to be held at the Town 
Hall, Tottenham, on September 
23 at 7 p.m. Free agendas 
available.” 
The result was that the public 
llery, designed to hold 50, was 
ull to overflowing. 
Maybe it was the word free 
that did the trick! 


Transportation advertising? 


ask MASONS 


33 NORFOLK STREET, STRAND, LONDON, W.C.2. 


Phone: Temple Bar 2044 
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YOU CAN’T COVER THE MIDLANDS WITHOUT THE DESPATCH 


Birmingham is the centre of the largest and 
Richest market in the provinces. A market 
which needs the lively impact of the Evening 
Despatch to get your product ‘home.’ 


Birminghams Popular Evening 


Evening 4) rg patch mp5 a) 


CORPORATION STREET, BIRMINGHAM, 4. TEL: CENtral 8461 
ERNEST LUMSOON ~ London Advertisement Director 
WESTMINSTER PRESS PROVINCIAL NEWSPAPERS LIMITED 


167-170, FLEET STREET, LONDON, £.C.4 TEL CENeral 3265 
Leeds Office: 11, ALBION PLACE. LEEDS, Ter: LEEDS 24998, Menchester Office: MIDLAND BANK HOUSE, 26, CROSS STREET, MANCHESTER, 2, Tel. BLAcKfriers 3990 
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4 colour 
er" - i Bes: “Fos, -_ a B : 
% : a f : . ys ca Ae. ie ae oe fi ; > Sm y JOHN HERON 
ges te ae. Bo) eae ae. “ Li ig Se N July, 1952, I reviewed at 
ho oe es es - oe hon Nad as 5 ae. some length a _ then-new 
a British colour process, Pakolor, 
i marketed by Associated British- 
Pathe Ltd. In common with a 
few photo-journaiists I had 
had the pleasure of experi- 
7 > =. nee et, 7 , menting with the new medium 
é ‘2 " ee as Oo peers. uae prior to its being placed on the 
me cS , : a wie. uae Sa market for general sale. 
~ a ~ ee a ve " Recently, because a number of 
Bi f' a a A eo ey Pad . 6 , readers suggested to me that the 
i "e 9 il td ty ~~ & BE aie : time had come to “take stock” 
es ne - ‘ q ee on Pakolor, I spent a good deal 
ae Bi ‘a : Ss, ae , of time with RK. de Denne, 
i i i ; , Pakolor sales manager, and 
ate os e i R. M. Reed, manager of the 
st CO : a ee ee Pakolor laboratory at Pathe 
all a ‘i “ , ie ee House, London, W.1, investi- 
Fas * ; ; : “ere = # 3 gating very thoroughly the claim 
? . : that, this year, the firm offers a 
ia ; rs “new” Pakolor. 
a ge ¢ i oe Loe . 
ae " ; i ae ‘y sii. There can be not the slightest 
“he ay ‘Sha i, % BS) doubt that the film stock offered 
aa a ap ty a: to-day (the process is that cate- 
See — “pier A a , ez es gorised as negative - positive, 
a . —- — St “ aay? ; si whereby a colour negative is first 
£ a 2 Fe eat produced, as opposed to a colour 


; a, ihe f ‘S oo transparency) is much superior 
rs y. i me. S eae we EB. ents ion to that which I used in 1952. A 
J ¥ See cee dM <3 Pte, ; clearer base, and an altogether 
crisper negative resulted. 

I decided to be drastic, and 
exact from the process a per- 
formance calling for most 
accurate “behaviour” in negative 
material and _ resulting print 
alike: I therefore chose to use 
i f r Py Os oo ; . = Pakolor in 35 mm. (cine film size) 
2 7 ideas ~ ee 4 ae ; = ae form, in a Paxette Im. camera. 
x ae ; a oo < = a oll The choice of camera was 
r , 1 a equally deliberate, for it is an in- 
en ; ‘¢ ae e ie cial expensive 35 mm. camera within 
3 . vo a fs ; the reach of almost anyone, and 
by no means in the Leica, Contax 
or Reid luxury class. 


No elaborate equipment 


The resulting negatives I pro- 
cessed entirely myself with no 

In the first issue of more elaborate equipment than 
each month ADVERTISER'S a simple Paterson 35 mm. 
developing tank and the Pakolor 
home processing kit, which re- 
tails at 35s. 3d. (usual trade terms 
being available to professional 


RE ta 


Photograph of the Month—6 


f How to give a new angle 


to angling 


CREATIVE photographers 
/ in advertising can some- 
times find themselves fishing in 
troubled waters — as_ Eric 
Griffiths of John Adams 
(Publicity) Ltd, found after he 
had taken this outstanding still- 


equipment 


life, recently exhibited at the 
West Midlands IBP show in 
Birmingham. 

Commissioned by Sterling Ad- 
vertising Ltd., of Birmingham, 
for their clients the Wolverhamp- 

@ Continued on page 4 


photographers). These 35 mm. 
negatives I enlarged to wholeplate 
(84 x 64 inches) size, the only 
additional equipment -— apart 
from the normal enlarger—being 
a set of three colour filters, at 
19s. 6d., a special safelight at 
9s. 6d. and 10 sheets of whole- 
plate paper which costs, at full 


@ Continued on page 44 


» atid ; ‘ 
re es 
. J . +. . 
I ee ee rogress 
ee) > ir aces. Pea ee eee ag as 2 5 : 

Pe 3 ’ : ‘ - Wi iPad & ; , a bs a res =ee + $ wn hy Ps : 

7 Se a nominee of the Institute 
of British Photographers, 

1 the Editor of ADVERTISER'S 
a a. Weekty and John Heron. 
sa Photographs should be sent 

a to the Editor and the test of 
ai eligibility is simply this . . . 

‘ is the photograph selling 
a something? 
em es 


ADVERTISER'S WEEKLY 


Photographs reproduced by courtesy of 
John Adams, A.1.B.P., 
and Bric Griffiths, F.1.B.P. 
59 Cambridge Road, Birmingham, 14. 


And not only footwear. No matter what you have 
to sell, if you want to put over all the good points of 
_ your product, photograph it on Ilford HP3. 
This is the way John Adams and Eric Griffiths do it, 
2 Prints intended for reproduction should and the result is a fine tribute to their particular 


) always be made on Ilford Press Bromide technique—and to their choice of Ilford HP3 for the job. 
—IT’S NON-FLUORESCING 


ILFORD 772 


ILFORD LIMITED ILFORD + LONDON PLATES * FLAT FILM * ROLL FILM 
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Type 


CASLON ITALIC 


1s th 


ud PERPETUA 


BOLD TITLING 


VOICE 


*REOITERED TRADE MARK OF 
THE MONOTYPE 
CORPORATION LTD 
45-96 Lincolns Inn Fields, 
London, w.c.a. Head Office 


& Works; Salfords, Surrey 


of the printed page.’ 
Your printed message 
deserves the help of 
the world - renowned 
‘Monotype’ faces, cast 
in single-type quality 
metal at low cost on 


MONOTYPE* 


COMPOSING MACHINES 


Regina Studios 


(SIGNS & DISPLAYS) LTD. 
© SILK SCREEN COLOUR PRINTING 
® SIGNS AND SIGNWRITING 
® DISPLAYS OF EVERY DESCRIPTION 


66 WALDECK ROAD, CHISWICK .W4. 
Telephone :- CHiswick 35359 4&1789. 


PADDINGTON 
ADVERTISING 


3 " WELBECK 6655 


PHOTOGRAPHY 


| human pictures of human beings 


Titled “The night round” this photograph was one of a series por- 
traying life in a hospital carried out by S. D. Toon & Heath Ltd., 


of Solihull, Birmingham, for the 


photographer was Don Wilson. 


Dudley Road hospital. The 


The purpose of the series was to 


illustrate a brochure for nurse training and aid the recruitment of 
hospital staff. The expression of the ward sister has been particularly 
well caught. 


retail price, three shillings per 
sheet. 

The resulting prints are full of 
detail, the colours crisp, well 
modulated and surprisingly true. 


Instructions followed 


I say “surprisingly” because I 
had never before processed 
Pakolor colour negatives and 
prints, and—living in the country 
~have not the advantage of an 
elaborate temperature-controlled 
darkroom or even running water 
in the shed that serves as a dark- 
room. 

Following the very detailed in- 
structions; rating the film at 


speed 12 Weston; taking real 
care on temperatures through- 
out processing—and, of course, 
greatest care in accuracy of 
negative exposure—these simple 
precautions, so far as I can see, 
practically guarantee wholly 
satisfactory results. 

There is no doubt but that this 
Pakolor process has gone ahead. 

Professional friends who essay 
to experiment in this very inter- 
esting medium will find Pakolor 
available in rollfilm for Rollei- 
flex, 35 mm. cassettes and sheet 
film from quarter-plate to 10 x 8 
inches. They will alse find the 

@ Continued on page 46 


e PHOTOGRAPH OF THE MONTH -continued 


ton Die-Casting Co. Ltd, 
Griffiths was asked to take a 
“creative” shot of a fishing reel 
manufactured by Hardy Brothers 
(Alnwick) Ltd., whose fishing 
tackle is world-famous. He was 
given a free hand in composition, 
lighting and background, the only 
instructions being that the 
trimmed picture would ultimately 
appear in 10 x 8 inches format. 


Background of angels 


Griffiths—no Izaak Walton 
conceived the idea of the back- 
og shadow pattern of angel 

sh, and set about enthusiastic- 
ally to achieve the effect he 
wanted. Having done so, he con- 
trived by most cunning isolation 
of lighting to throw the reel into 
brilliant relief in front of his 
shadow patterns. Pleased with 
the resulting picture but by no 
means smug—for Griffiths is a 
perfectionist—he received a sharp 
set-back when Wolverhampton 
Die-Castings pointed out a bit 
acidly that one caught trout with 
that particular reel and line—nor 
angel fish. 

They therefore suggested 
that Griffiths’ labour-of-love 


background should be blotted 
out. Hardy Bros., whose reel 
it was, said “No”; they, like 
the visitors to the IBP show, 
liked the shot just as it was. 
This outstanding still-life (the 
first to be selected by Apver- 
Tiser’s Weekty for this series) 
will shortly appear in a brochure 
designed by Sterling Advertising 
Ltd. for Wolverhampton Die- 
Casting Co., Ltd. Now printing, 
the brochure is in effect an illus- 
trated statement of accounts, 
each page illustrating products of 
manufacturers who use WD-C 
components .. . Acme, Addresso- 
graph—Multigraph, Boosey & 
Hawkes, Chubb, Desoutter Bros., 
Prestige, Villiers, Union Locks— 
and, of course, Hardy Bros. 


Idea of campaign 


The basic idea is to make share- 
holders realise that the Wolver- 
hampton Die-Casting organisa- 
tion supplies pressure die-castings 
to the principal manufacturers in 
practically any field. 

Which idea may seem to be a 
long way from angel fish .. . 
but advertising is so often like 
that. 
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Create 
a teen-age habit 
for your product, 
Advertise in 


DANCE NEWS 


The World’s largest Dance Newspaper | 


THERE ARE 200,000,000 DANCE 
ATTENDANCES PER ANNUM IN 
GREAT BRITAIN . “sb «© «© 


FOR COSMETICS + APPAREL 
FASHIONS + STOCKINGS + TOBACCO 
BEVERAGES ETC. 


BRILLIANT 
SIGNS trp. 


PARAGON WORKS 
SHEPHERDS BUSH w.i2 


“For all Typa0s of 


‘‘PERMENART” POINT of SALE 
EXTERIOR a INTERIOR SIGNS 
TABLETS « PELMETS 
NEON DISPLAYS 


SH Eeneros su oO | 


TRAPINEX 


FOR TRANSFERS 


Service 
and quality 


Write or phone: TRAPINEX LTD 


176-188 ACRE LANE, BRIXTON, S.W.2 
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If the “bath-chair” is taken | 
as a symbol of the many trades | 


which cater to the needs of the 


multitudes who come to shop in | 


the city— it can be said that 
“Bath-chair business" 


plays its full part in maintaining 
the steady prosperity of the 
whole city and adjoining county 
areas of Somerset and Wiltshire. 
Bath should not be neglected in 
any campaign aimed at complete 
coverage of the country as a 
whole, or the West Country in 
particular. 

Positive “ blanket” coverage can 
be secured through the Bath 
Chronicle at 10s. per s.c.i. It is 
the only evening paper printed in 
the County of Somerset and sells 
14 copies for every house in the 
city. 

You can’t cover the West 
properly without the 


% The ONLY evening paper printed 

in Somerset. Get full details from : 
S. H. Roberts, 134 Fleet Street, London, 
B.C4; Arnold Ellis, Cromford House, 
Market Street, Manchester, 4, or Head 
Office, 33 Westgate Street, Bath. 


is still . 
very brisk indeed —and still | 


NEWSPAPERS 
GROUP 


In 1953 & record number of National 
Advertisers appeared in the H.C.N. 
Group with successful resules—Cash 
in on this fertile area of Beds, Herts 
and Bucks through the H.C.N. 
Group of Eleven live local News- 
papers. 


Rates and further details can be 
obtained from our London Repre- 
sentative Will Kitchen Jr. Led., 131 
Fleet Street, E.C.4, Central i960, 
or from the Advertisement Manager 
C. W. Gilder, Home Counties News- 
papers Ltd., Luton, Phone 5050. 


The Best Buy 
in 1954—or 1955! 


IN THE ENGINEERING 
INDUSTRIES 


“The Engineers’ Digest” 
is definitely read by tech- 
nical executives who 
decide the buying of 
materials andequipment 
in the leading engineer- 
ing concerns in Great 
Britain and overseas. 


Ask for particulars of 
our coverage of the mar- 
kets in which you want 
to sell. 


ENGINEERS 
DIGEST 


120, WIGMORE STREET, 
LONDON W.!I. 


Telephone 
WELbeck 9357 & 6263 


Octroser 7, 1954 


¢ PHOTOGRAPHY IN ADVERTISING —conta 


pour mail bags filled with family snapshots were carefully 
examined by a panel of judges which included Margot La of 


TV's “Round the Shops,” 
Sowerby, * 
Journal.” 


Diana 
* Amateur Photographer,” 
The competition had been sponsored by Freeman Hardy 
and Willis Ltd. and embraced all their branches. 
invited to send in “happy family” 


Kelly, “Woman's Own,” 
and A. C. Findon, “C aE 


Customers were 


holiday snaps. After four hours’ 


meditation, the first, second and third prize-winners were decided 

and the 25 consolation prize-winners. The first prize of £100 went to 

C. Finlayson, of Edinburgh, whose picture was described by the judges 
as “happiness personified.” 


Pakolor laboratory staff ex- 
tremely helpful and co-operative. 


* oa 6 
ISITORS to the recent Mid- 
lands L.B.P. show in Bir- 
mingham who were interested in 
a print (reproduced page 44) of a 
ward sister and a probationer 
nurse by the bedside of a patient 
may well have noted the un- 
posed naturalness of the shot, 
and no doubt duly credited Don 
Wilson, of Morland Braithwaite 
ae with having turned out a 
aes ob for the nursing recruit- 
out rochure produced by S. D. 
Toon and Heath, Ltd., of Soli- 
hull, for the Dudley Road 
School of Nursing, Birmingham. 
I am told by Mr. Wilson that 


this assignment (the photograph ; 


is only one of a large number 
included in the brochure) was one 
of the most interesting in his 
varied career. He and Bernard 
Coaling, of S. D. Toon and 
Heath, twice toured the entire 
hospital, guided by the matron. 
Extensive tape recordings were 
made, as basic material for the 
“script” which Coaling then pro- 
duced. On this script, Wilson 
marked passages likely to a 
interesting illustrations. and 
co-photographer John Village 
then began their task ; scores of 
negatives of every aspect of a 
nurse’s life and work were made, 
on a _ Rolleiflex. Many were 
flashlight ; some, daylight. 


John Village has devised a 
system of his own of determining 
correct exposure and depth of 
focus, for flash bulb shots, on a 
slide rule, which virtually elimi- 
mates errors. Commenting on 

“Night round,” Wilson says “To 


me it typifies the very essence of 
the nurse’s job—not the fre- 
quaty photographed drama of 

¢ operating theatre, but the 
patient care for the sick. The 
embryo nurse is conscientious, 
concentrating on the ward sister’s 
words—perhaps a wee bit anxious 
about her serious new responsi- 
bilities ; the sister is cool, assured, 
experienced ; and the patient re- 
signed, but relieved and secure in 
the knowledge that he is in the 
best possible hands.” 

While every shot in the 
brochure was very carefully pre- 
planned, they all have the 
appearance of spontaneity. 
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biggest audience shows—‘‘What’s My Line’’, “Down 
You Go”, “Guess My Story” etc.—will head Lytle’s 
new T.V. Division. He will build around himself a team 
of specialists to handle commercials from programme 
idea to production floor. 

Lytle’s policy is complete integration of all media 
channels—including T.V.—into one overall marketing 
strategy; they believe that the control of all creative 
services from within the Agency serves the advertiser best. 
To this end, they are setting up a television service that, 
for creative flair, administrative efficiency and technical 
know-how, will be unrivalled in this country. 


GC. d. LYTLE (ADVERTISING) LIMITED 2, 3 and 4 DEAN STREET, LONDON, W.1, TEL’ GERrard 8646 
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MERCURY 
DISPLAYS 


LIMITED 


WORKS & ADMINISTRATION 


OOD STREET, 


EASTW 
Tele; STREATHAM 4245 


HEAD OFFICE 
171, NEW BOND 


5.W.16. 


STREET, W.! 


Tele ; GROSVENOR 671/ 


DISPLAY 
SILKSCREEN 
EXHIBITION 
PERSPEX 
METALWORK 
PLASTERCASTING 
AND 
MODELLING 


| 


ARTWORK for 


AGENT & ADVERTISER 


RING - REL: 
4) 


3075 


COLYER « SOUTHEY 


COLTER & SOUTHEY LTO 
0-@ 1OOKS Cove’ CuasiTOA ST Ete 
PHO HOLBORN Base 


R. P. GOSSOP LTD. 
@ Artists’ Agents @ 


36, CARTER LANE, E.C.4 
CENTRAL 6950 


AUTOTYPE 


WATER SOLUBLE 
SCREEN FILLER 


You will find this new type screen 
filler truly universal, for it resists 
all screen paints and adheres per- 
fectly to all types 
of screens and 
stencils, Write for 

free leaflet. 


AUTOTYPE 
COMPANY LTD. 
Brownlow Road, 
W. Ealing, London, 
W.13. EALing 269! 


AUTOTYPE 
The Photo Stencil 
Specialists 


“ER TIN (20 ons.) 
Pp in 
United Wnetom 
itd. exere 


Octoser 7, 1954 


The Screen Printing Process 


How a new approach was 
made to biscuit selling 


In order to present to the public a poster at once eye catching 
and with a new copy approach, the firm of Carr & Co., are 
having a series processed by the silk screen technique. The first 

is now available and the other five will follow shortly. 


WHEN the biscuit making 
firm of Carr & Co., 
Ltd., decided to launch their 
latest campaign the prime 
object was to find a new way 
of telling the public, via posters, 
about the products and their 
international distribution. 

Biscuit posters, as a whole, 
it was argued, have never been 
particularly outstanding, being 
restricted mainly to the name 
publicity or illustrations of the 
biscuits. By themselves biscuits 
make poor subjects for posters 
owing to the absence of bright 
colour. 

Packets, while colourful, are 
not what Carr's want to sell. 


World-wide distribution 


The suggestion finally adopted 
emanated from the vice-chair- 
man of Carr’s, R. Allen Carr. He 
felt that a manufactured food 
which is successfully exported to 
every country in the world, must 
convey to the public a_ very 
definite brand of confidence in 
the maker's products on the 
home market. The advertising 
manager, J. C. Jackson, with the 
co-operation of their overseas 
distributors, obtained colloquial 


ay 


Silk screened in three colours by 
Sindall & Baker Lid., of Watford, 
this striking poster for “Harper's 
Bazaar” is now being featured 
on selected sites throughout the 
country. The idea was conceived 
by Harper's in conjunction with 
Ruth Sheradski who did the art 
work. 


= 


CARR'S BISCUITS 


The first of the “new approach” 
posters to advertise Carr's bis- 
cuits features China. Silk 
screened in fluorescent colours 
the gay and colourful presenta- 
tion has been by Karo, who is 
also handling the designs for the 
rest of the six posters. 


translations of how Carr's 
biscuits are asked for by the 
public in many foreign countries. 

The translations were actually 
photographed for incorporation 
in the finished poster, so that 
there would be no danger of 
error, 

It was felt that a completely 
fresh outlook should be brought 
to bear on this unusual treat- 
ment, and the design of the 
poster was entrusted to Karo. 
This young artist's interpretation 
of the original idea met with 
success at his first effort. The 
result is gay, colourful and full 
of impact. 


Campaign underground 


The first poster, featuring 
China, has already been printed 
by Hegerty and Merry as a 
double crown item silk screened 
in fluorescent colours. 
London Underground sites 
sheet posters will follow shortly. 

Karo is being asked to pro- 
duce a series of six posters 
(Greek, Japanese, Arabic, Hindi, 
Siamese) and Carr's visualise 
using these in various media 
throughout this country. 

This campaign has virtually 
no limit, because Carr’s biscuits 
are, in fact, exported to every 
corner of the world. 
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We'd have 
been lost 
woithout 


him! 


Many a conference, 

meeting to plan 

a piece of printing work 

has been thankful that 

Spicers Paper Consultant 

was there. But often it is 

not till the finished job arrives, 
that they realize just how much 
they owe to his guidance. 
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speak to 


Telephone: CENTRAL 4211 


19 New Bridge Street - London EC4 


THE NORTHERN WHIG 


AND BELFAST POST 
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International 
Poster Annual - 1954 


Now on Sale 


This is a magnificent book showing 500 striking 
and carefully chosen examples of current work 
by leading artists, designers and art directors 
from 24 countries. 
The text, printed in English, French and 
German, is written by leading authorities in 
Great Britain, Japan, Italy and the U.S.A. 
There are 180 pages, 94” x 114”, and a hand- 
some cloth binding. 
International Poster Annual is an invaluable 
reference source for everyone concerned with 
visual projection in advertising. of 
Please order your copy now, as the edition is 
limited, either from your bookseller or direct 
from World’s Press News Publishing Co. Ltd., 
9-10 Old Bailey, London, E.C.4. 


PRICE £3 gns. Post free 


To WORLD’S PRESS NEWS PUBLISHING CO LTD 
9-10 OLD BAILEY, LONDON, E.C4 


hates and Details trom Send me..............copylies of Ynternational Poster Annual—1954 


IG3FLEETSTAREET || HEAD OFFice ~ enclose 
LONDON E.C.9 * BRID E— S' BEL pane} 


PHONE: CENTRAL 9179 PHONE: BELFAST 2 [apoasss) 
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ROCKING THE 
GONDOLAS 


EERNIE PEARL leading lusty 
choruses in the wardroom of the 
cruiser, “ Bermuda” Hubert 
and his wife borrowing 
boxes, boards and linen from a 
clothes line to make a luncheon 
table in the island of Torchello.... 
Dutch puppet creator Joop Geesink, 
with the aid of his own avoirdupois 
and an overweight journalist, so up- 
setting the balance of a gondola 
that it could not make headway. 

Those, | am told, were just a few 
of the hilarious highlights of the 
first advertising film festival held in 
Venice last week. From all accounts 
it was a great mixture of hard 
work and frolic-—with President 
Pearl of ISAS, the organising body 
~—well to the fore in both. 

Britain was well represented at 
this international event by both ad- 
vertising and film men. 

Among those seen on the canals, 
in the casino, lounging on the Lido 
—or even in the cinema where the 
jury worked long hours—were 8. 
Shelton (Mather & Crowther), P. 
Jackson-Field (Masius & Fergusson), 
John Doff (London Press Exchange), 
George Plante (Young & Rubicam), 
Ray Thompson (CPV Milan), David 
James (JWT Milan), D. de Grun- 
wald (Screenspace), John Collins 
(Downtons), Byron Lloyd (Pearl & 
Dean) and the Pearls and the 
Deans. 

Publisher Glanvill Benn was there 
with his wife who was shortly to 
play in the Italian women’s golf 
championships. 

Oldest delegate to the ISAS 
festival was J. Dan Alexander (Alex. 


MONTHLY 


r 


} yin tomtieee 


You have been warned! 


ander Films) visiting Europe from 
the United States with his wife— 
they're both in the seventies—for 
the first time. They enjoyed many 
of a continuous round of social 
occasions, 

Thanks of all interested in the 
film festival went to four stalwarts 
who planned and operated the com- 
petition. They were the members 
of the organising committee: Aldo 
da Col, Carlo Masseroni, Bruno 
Kiewe and Pierre Picherit. Latest 
news is that these four have been 
entrusted with the planning of next 
year’s event. It's bound to be 
another good show. 


Dear, dead days? 


Wuen he was a young man, 
E. T. Jackson, of Hockley, Essex, 
was advertisement manager for 
a publication called Gold Coast 
Globe and Ashanti Argus. He has 
sent me a copy of the May, 1902, 
edition, together with the printer's 
account for that issue. Here are 
some of the items: To composition 
24 pages long primer, £1 7s. 6d.; 
to alteration in advertisement, 3s. ; 
to 225 posters, £1 2s. 6d.; to cover 
paper for 3,000 at 9s. 6d., £1 8s. 6d. 
Total for the whole account, less 
5 per cent, £24 10s. 

Why did the poet write about the 
“dear dead days beyond recall’? 
They seem darned cheap to me! 


a 


ADVERTISEMENT SPACE IS LIMITED 
IN THE SPECIAL JANUARY— 


PACKAGING 


EXHIBITION 


NUMBER 
Reserve your space at once :— 


TUDOR PRESS 


75 Carter Lane, E.C.4. 


CiTy 3001-3 


Assistant Postmaster- 
L. D. Gammans, said 
“There's obviously a need for a 
journal of this kind” when he 
spoke at a party at the Savoy last 
week to launch the new monthly 
Communications and Electronics. 
The microphone through which he 
was speaking had previously gone 
dead, and despite the presence of 
leading personalities in the field of 
electronics and communications, no 
one had been found to get it going 
again. “1 suggest that next month 
the editor gets someone to write an 
article on ‘How to make a micro- 
phone work '’,”’ he commented. 
the new journal, which is pub- 
lished by Heywood and Co. Ltd., a 
subsidiary company of National 
Trade Press, he said: “I think it 
is admirably conceived and beauti- 
fully produced. I am certain it is 
going to fulfil a great need in the 
electronics industry.” 

P. Hocking-Baker, general man- 
ager and director of the National 
Trade Press, and Y. G. Sherren, ad- 
vertisement director, welcomed some 
600 guests. 


A tribute to Bill Austin, on his 
appointment as advertisement man- 
ager of the “Junior Express,” from 
some of his friends. (Sketch by 


7 * 7 


PROFESSIONAL reasons apart, 
J. C. Cooley, who has recently 
joined the sales staff of Chas. Pearson 
& Son, Ltd., printers, is well known 
in Fleet Street 
on two counts. 
For some 
years past he 
has assisted 
Carl Bedford 
and Freddie 
Griffin in the 
work of the 
Fleet Street 
Players on 
behalf of 
NABS. And 
for about 10 
years he has 
played for the 
advertising 
agents against 
in their bowls 
Parsons Green. About 
three years ago Mr. Cooley or- 
anised the first singles cup played 
or by the Press Club at his own 
North London Bowls Club, at 
Highgate. 


the newspaper reps. 
match at “ 


Because the Graham Sutherland 
portrait which the directors and staff 
of “ The Ambassador” are givin 
to its editor and publisher p 
Juda, was not ready for his fiftieth 
birthday, this amusing back-view 
picture by the fashion artist, 
was presente to him as an 
“interim portrait.” It carries the 
words : “‘ Front view by Sutherland 
to follow.” 


* +. . 


TV in South Africa 


COMMERCIAL radio continues 
to grow in South Africa, I learn 
from Frank Lamping, of Davenport 
& Meyer (Pty.) Ltd., who are the 
commercial managers for Laurengo 
Marques. This commercial station 
in Portuguese East Africa is beamed 
to the Union and also has a con- 
siderable audience in the Rhodesias. 
Mr. Lamping, who has been here on 
a brief visit to his colleague, 
Richard L. Meyer, of TY Commer- 
cials Ltd., tells me that 41 per cent 
of all listeners to commercial radio 
down there listen to LM. It is 
almost unique in broadcasting 
mainly on short wave. 

If commercial television comes to 
South Africa, Mr. Lamping believes, 
it will not be for a good while yet. 
Apart from the huge cost as com- 

ared with radio, the difficulties 
include big distances, the smallness 
of the white population, and the 
bi-lingual problems (English and 
Afrikaans). 

Before the war, Mr. —wr | was 
assistant general manager of the 
International yy: 
pany, which ran Radio Nor 
and other Continental stations. 
After the war he did radio work in 
Trinidad before joining Davenport 
& Meyer. J. W. Davenport, inci- 
dentally, is now advertisement direc- 
tor of Reader's Digest in this 


country. 
CONTACT 


WEEK'S WISECRACK 


~ 


Com- 
mandy 


“She's so dumb she thought 
a Venetian blind was a film 
festival !” 
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There's no harm in asking... 


W: ALL KNOw the story about the man who went around asking them outright .. .! But 
remember—the whole point of the story lay in the large number of successes he had, 
S. C. Peacock is an advertising agency that still believes in the direct approach. We believe 
that advertising is still a question of telling people (1) what you have to sell, (2) why 
they should buy it and (3) how they can get it. 
We agree that this is not as simple as it sounds. But we have found from experience that 
advertising which does not reflect these principles lacks punch and vitality. And— make no 
mistake —the buyer's market is back for good! Anyone looking for a ‘hard selling’ agency to 


help them in this new era of increased competition need look no further than 8. C. Peacock Ltd. 


MADDOX HOUSE, 215/221 REGENT STREET, LONDON, W.1. REGent 1081 ~- 18 LLOYD ST., MANCHESTER 2. DEAnsgate 5991 
21 LEIGH STREET, LIVERPOOL. ROYai 8861 ~- RUSKIN CHAMBERS, 191 CORPORATION ST., BIRMINGHAM, CENtral 7705 
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Publications News and Notes 


A Christmas Gere number of 
The Sketch —y = g 


November 17. “Goecta numbers ‘ot 
the y= for 1955 will include a 
Spring, fashions number (February 

pring number (April 20), 


Goodbye to 
pocket size 


Last week's issue of Hardware Summer number (June 15), Autumn 
Trade Journal was the first to be fashions number (September 21), 
produced in the new large page size Moter Show number (October 
with the standard 10 in. by 7 in. 19), Christmas number (November), 
ISBA type area. It ran to 144 and Christmas shopping number 
pages and cover, with 40 pages of (November 16). 
editorial, The journal was forced * + . 
by war-time restrictions to adopt Special numbers of The Tatler for 
pocket size in April, 1942. Make-up 1955 will be an Early Spring number 
is now largely threecolumn and larch 9), Travel number (March 
body type has been changed to 3), Spring fashions number (May 
Times new roman. Editorial colour 4), Summer number (June 1), 
will be used from time to time, news Autumn fashions number (Sep- 
coverage will be expanded and a tember 14), Motor Show number 
number of new features will be (October 19), Winter sports number 
introduced. (November 9), Christmas number 
The last pocket size Hardware (November), Christmas shopping 
Trade Journal, the Autumn and Umber (December 7). 
Christmas Trade number, ran to 336 * * + 


and cover. Only 500,000 copies of the Radio 
7 , * * a had to be wow En - 
New format—page size is now emsley mpra- at nchester last 
10 in x 7 in. instead of 7 in. x 5in— Week ious week once 


b P t wilise were run Sa in the North 
oo io noah ~ edi. because of printing difficulties at 
torial and advertisement content. = vow Royal works of James 
The name block on the front cover aterlow. 


‘ * + 

has been modernised, and the front 

cover advertisement now takes up an snags weekly circulation of 
the entire space left by the title. The Sumday Times for September 
Classified advertisements are printed WS 600,569. 

in the body of the book instead of » * * 

as a separate loose supplement. Shoe and Leather Record and 


Editorial presentation has also been Shoe and Leather News published 

restyled. First issue of the journal enlarged preview issues last week in 

using the new format, dated October connection with the Shoe and 

of advertise Leather Fair which opened at 
Olympia on Monday. 


2, carried 164 pages 
ments plus covers. 


Those who know 
best about 
| advertising 


oy 
Wass, Pritchard 
know best 
about printing* 


WASS, PRITCHARD « co. ito 


85 FENCHURCH STREET LONDON ECS Tel: ROYal 7141 


* Specialists in Print by Photo-Litho-Offset 


Colour ads for 
‘BoT Journal’ 


The Board of Trade Journal will 
have an art paper cover which will 
carry advertisements in colour from 
January 1, 1955. The Journal, first 
— in 1866, has not hitherto 

advertisements in colour 
a art from special supplements. 
ape front of the new cover will be 
in black and one other colour which 
will be changed weekly. An illus 
tration in black and white depicting 
some industrial activity will cour? 
a panel in the lower half of 
Page. 

+ * + 

A £500 knitting competition will 
be announced in next week's issue 
of Woman. 

+ * + 

The Jewish New Year edition of 
the Jewish Gazette, Manchester, was 
increased from cight to 12 pages, 
with an extra print for the special 
demand. The display advertise- 
ments totalled 848 in., and the classi- 

89 in. ‘ a 


. 

Life International have produced 
a brochure entitled “Your Key to 
World Markets,” giving statistics 
about the magazine's readership. 

+ * * 


Reader’s Digest are offering news- 
agents £50 for display ideas which 
will y sell the magazine. 

+ * 
ont Posty Farmer are offering 
free lighting and ae , 


dated Friday. October 
22 and 29 will be published one day 
in advance and will both be Motor 
Show numbers with four-colour 
covers. 


Survey of films 


Next week's issue of the Muni- 

Journal will include a survey 

of the use of films in local govern- 

ment service, with a foreword by 

Sir David Eccles, Minister of Works. 
* * * 


New offices for the Shopfitting 
and Allied Trades Journal are to be 
opened at 6 Gerrard Street, London, 
on Monday. 

+ * * 

Two “dream flats” in a Glasgow 
Corporation estate, fitted out and 
furnished for the G w Evening 
News by six firms in city, were 
— by the Lord Provost, T. A. 


” + 

Clasted advertisements made 
news in the Evening 
Newcastle, when an editorial panel 
in the news pages called attention 
to ten columns of situations vacant. 
“They may contain just the job for 
you” said the editorial. 

* * 


A directory listing the names, ad- 
dresses, trade names and products 
of 250 firms who manufacture 
lahed by py has been pub- 

y price 


* . ~ 
Phe Daily Mail is publishi 
64-page review of the Motor 
on October 20, price Is. 6d. 
* . * 
The page size of Painting and 
will be increased to 
9} in. by 7hin. from the January 
issue. 
* * + 
The first issue of Pet Trader, de- 
tails of which were given last week, 
will be published on November 1, 
not in October as inadvertently 
sta q 


Maurice Rickards, the poster 
designer, has devised ‘and is appear- 
ing mm a quiz for deaf children on 
children’s next Monday. 

* 

Twenty-cight members of the 
Press Advertisement Managers’ 
Association visited the Anglo 
Iranian Oil Company's catalytic- 
cracker at the “BP” Kent oil 


Taking the cake 


The lar cake in the world, 
made by William Melhuish Lid. for 
the Food Fair, has been given to the 
Great Ormond Street Hospital for 
Children. 

* oe 7 
Three subjects from which com- 
itors can make their choice in the 
ectrical Development Associa- 
tion's public speak cing ae 
are— * Advertising,” * Lightin 
Living” and “The Social Es 
of Electricity.” 
* * * 

Lines Bros. Gro of Companies 
are to hold a second “British Toys 
are Best" window competition and 
will present £500 in prizes. 

- * 

Morecambe, and Heysham Cor- 
poration proposes to spend £4,500 
on press advertising in 1955-56, if 
agreement is reached with British 
Railways that their usual contribu- 
tion will be made. A further £650 
will be spent on poster advertising, 
according to latest estimates. 

* * * 

The Knitting Centre is organising 
a “Knitting Machine Fair, 
held at Oddenino's Hotel, Piccadil 
Circus, in their newly opened exhibi- 
tion room, October 29-November 10. 
Gallai Publicity of Dover Street are 
the stand contractors, and are hand- 
ling publicity. 


Where it goes 


Another colour poster—the fifth 
of the series—showing how the 
national income is collected and 

nt, has = prepared for the 

vernment the information 
division of a” Hpeoery, and the 
Central Office of Information. 
* * a 

Charles Vance & Co. have 
appointed advertisement contractors 
for Jazz Journal as from the Christ- 
mas issue. 

- + * 

The staff of C. & E. Layton Ltd., 
Bristol, together with wives and 
families, were guests of directors 
Howard Riddell and W. H. White 
on a Wayzgoose to Bournemouth. 

* — * 

Bristol Evening Post Ltd. has 
declared a final dividend of 14 per 
cent free of income tax for the 
year ended March 31, 1954, and an 
interim dividend of 34 per cent free 
of income tax for year ending 
March = 1955, 
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NUTS - BOLTS - METALS » STAMPED PARTS - PRESSINGS - CABLES 
SCREWS - WIRE - PLASTICS - CASTINGS - RACKING (Stores) 


PLUGS AND SOCKETS » CONNECTORS - 1 - OILS 
GREASES ; | TO POWER) 
LABORA S + FILMS (PHOTOGRAPHIC) 


TERMI ACCUMULATORS , JBENERATORS + CERAMICS -; 

VACUUM PUMPS - LAMI lO - COMPONENTS : 

ASSEMBLIES + INSU G MA - BEARINGS + RELAYS - 
- $ 


BATTERIES - SOLD WITCHES - WASHERSe: REGATIFIERS 
S 


RESISTORS - FANSg THERMOS RIALS 
MAGNETS__- | E S & GEARINGS 
MOUL : ORS - INSTRUMENTS + CQUNTERS 


SOLDERING IRONS -“SPRINGS -« FRAGT e's 
S$ AN ERS 
BL - TURNED PARTS - VALVES 


HEAT RESISTING 

TECHN 

“vanilf (OFFICE » FACTORY AND LABORATORY) - 
ACCUMULATORS - TERMINALS + Gibsiiml—i\TORS - VACUUM PUMPS 
INSULATING MATERIA i _ ge RELAYS + BATTERIES 


ELECTRONICS—The new 
and vital factor in produc- 

tion. This industry of Elec- 

tronics is expanding rapidly as 
new techniques are evolved and 
new demands made upon it. Fac- 
tories are being built and existing new and growing; it needs 
ones enlarged to keep pace Be j materials of all kinds 
with its growing needs. New < ee tte * urgently. it looks at 
companies are being formed ini = eel 5 “ESTREIEG GNOIIEERING ” 
and existing companies are building first because it is the only 
up an Electronic side to their British journal devoted 
Gedtiiben. solely to its needs. 


NOW is the time to bring your 
products to the notice of the 
people who are doing this 

work. They want the goods 
you have to sell. Remember, 
the electronics industry is 


THE NET PAID CIRCULATION FiguURE Is OVER 11,000 PER MONTH 


‘ELECTRONIC ENGINEERING’ 28 ESSEX STREET, STRAND, W.C.2.. . . Phone: CENtral 6565 
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Three-city test 
for Maggi soups 


A drive to sell Nestle’s Maggi soups 
to the housewife has been 
launched by the agents, Dolan 
Davis Whitcombe Stewart 
Led. Three areas—Glasgow, Bris- 
tol and Bath—are being used for 
an experimental campaign. In 
Glasgow virtually every housewife 
will receive a sixpenny coupon 
offer, 

Eleven varieties of Maggi soup are 
being marketed in 1s. 6d. packs. 
They are being advertised in tull 
and half-pages in newspapers in 
the three areas. These will be 
followed by 11-inch triples, The 
campaigns will run for six months. 

Posters and colour filmiets in 
cinemas are being used. Public 
relations schemes, including 
demonstrations in shops and soup- 
tasting sessions for the press, are 
being conducted by Patrick Dolan 
and Associates Lid. 

Maggi soups have been sold in bulk 
to the catering trade for some 
years, 


Keds shoes here 
next year 


Keds, a range of top-selling casual 
shoes in the United States, will be 
launched in this country carly next 
year by the North British Rubber 
Co., Lid, 

Robert Freeman Co., Ltd., the 
North British agents, are planning 
a campaign to break next March. 
The schedule will include colour 
pages in national magazines. 


American firm’s 


Current Advertising 


plan to launch 


Adolph’s tenderiser in Europe 


Adolph’s Meat Tenderiser—on which approximately a million dollars 


ertising appropriation is 


annually in the United States—is to be 


adv spent 
introduced to Europe by Adolph’s Food Products Ltd. of Los Angeles. 


E. Walter George Ltd. have been 
appointed agents for the launching 
in the United Kingdom. 

The product will be manufactured 
in Holland under American super- 
vision. 

E. Walter a have conducted 
preliminary market investigation, 
and have prepared a pilot distribu- 
tion scheme which starts in a pro- 
vincial test area next month. 
Counter Products Lid. are assisting 
in this, Maximum spaces have been 
booked in the local press to support 
the initial distribution. Copy will 
stress the price differential between 
grilling meat and the cheaper cuts 
and will explain how stewing meat 
can be used for grilling by means of 


New fragrance by 
Rubinstein 


Helena Rubinstein are launching a 
new fragrance range backed by 
advertising in women's magazines in 
November and Deeember. Full and 
half-pages will be used. 

The name of the fragrance is Noa 
Noa and it will be available in skin 
perfume, dusting powder and toilet 
soap. Grant Advertising Ltd. are 
the agents. 


EAST MIDLAND 
PRESS 


ALLIED 


253,215 => 


Copies per issue (A.B.C.) 


EVEN BETTER VALUE 


a 5 / = S.C.i. flat. 


Lenden Representative: 
GLIFFORDS INN, £.0.4. 


GEORGE JACKSON 
(MOL 3611) 


the tenderiser. “More meat or 
better meat at the same price” is 
likely to be the general theme. 

Gradual extension of the distribu- 
tion area is planned, with a wider 
use of media. It is proposed to 
cover the whole of the country by 
the end of April and from then on 
national advertising will be used. 

Adolph’'s tenderiser will sell at 3s. 
a jar which contains enough to use 
for 20 lb. of meat. 
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Coupon ads for 
County soups 


Coupons worth sixpence will be 
included in advertisements in the 
Daily Mail and Daily Express early 
in November for Symington’s 
County soups. The coupons will 
Stress that the offer is limited to one 
per family and shoppers will have 
to write their names and addresses 
on the coupons. 

In this manner nearly seven 
million coupons will be distributed. 
The offer coincides with the launch- 
ing of two new County soup flavours 
—chicken and green pea. 

Throughout the winter heav 
advertising for County soups will 
run in newspapers and magazines, 
including colour spaces, Symington 
packet soups will also be advertised 
in an extensive list of newspapers 
and magazines. The agents are 
Erwin Wasey & Co., Ltd. 


CURRENT ADVERTISING AT A GLANCE 


Accounts 


JAMES PASCALL LTD., confec- 
tionery manufacturers, for Service 
Advertising Ltd., from January 1. 

ACTIVITY TEXTILE LTD., for 
Cc. J. Lytle (Advertising) Ltd. 
New marketing policy and 
re-packaging planned for 1955. 

HAYTHORNTHWAITE & SONS, 
LTD., manufacturers of Grenfell 
raincoats, golf jackets, ski and 
oe for Roles & Parker 


td. 

SCOTTISH SHOP, export traders, 
for J. G. McCallum & Co., Edin- 
burgh. 

LUMENATED CEILINGS LTD. 
manufacturers of a new lighting 
system, for Technical and General 
Advertising Ltd. 

CALIFORNIA CO., LTD., cotton 
garments, for Samson Clark & 
Co., Ltd. 

C.A.S. (INDUSTRIAL DEVELOP- 
MENTS) LTD., for Public Rela- 
tions Associates Ltd., as public 
relations consuliants. 

ADOLPH’S MEAT TENDERISER, 
for E. Walter George Ltd. 


Campaigns 

SYMINGTON’S SOUPS, using 
extensive list of national news- 
papers and magazines and trade 
press (Erwin Wasey and Co. Ltd.). 

BIRD'S, baking and golden raising 
powders, using women’s weckly 
magazines. and trade press to 
publicise baking tin gift offer 
(Young and Rubicam Ltd.). 

OMO, using trade press to publicise 
window display competition 
(S. H. Benson Ltd). 

MAGGI SOUPS, using newspapers 
in Glasgow, Bristol and Bath 
(Dolan Davis Whitcombe and 
Stewart Lid.). 

NOA NOA, new Helena Rubinstein 
fragrance range, using women’s 
magazines and trade press (Grant 
Advertising Ltd.). 

TAIHO, new Cyril Lord fabric 

using London evenings, women's 
magazines and trade press (D. J. 
Keymer). 
EDS, new range of casual shoes 
from US being marketed by 
North British Rubber Co. Ltd., 
using colour pages in national 
magazines from next March (The 
Robert Freeman Co. Ltd.). 

NEW AVENUE footwear, using 

national newspapers, magazines 

and trade press (Wills and Hep- 

worth Lid.). 


DAIMLER REGENCY cars using 
large spaces in national news- 
papers and magazines (London 
Press Exchange Ltd.). 

SAPPHIRE cars, using large spaces 
in national and provincial news- 
papers and motoring press 
(Alfred Pemberton Lid.). 

KLEENEX, using large spaces in 
national daily and Sunday news- 
papers, women’s and general 
interest weekly magazines and 
trade press (Foote, Cone and 
Belding Ltd.). 

FAMEL cough syrup and pastilles 
using large spaces in national 
and trade press (Rumble, Crow- 
ther & Nicholas Ltd.). 

SAVLON, new ICI antiseptic 
cream, using large spaces in 
national daily and Sunday news- 
papers, provincials, women's and 
general interest magazines and 
trade press (Clifford Martin Ltd.). 

FRENLITE FLOUR using London 
evening newspapers, provincials, 
and magazines, and posters on 
BTC delivery vans (Pratt & Co. 
(Advertising) Ltd.). 

PEACOCK BRAND, Madras curry 
powder, using women's journals, 
provincial newspapers and trade 
press (Wilcox & Co., Lid.). 

PARTOS, brassieres and belts, using 
large spaces in women's 
magazines, trade press and 
national newspapers starting 
March (W. S. Crawford Ltd.). 

PYE, using trade journals for new 
electric toaster. National and 
provincial newspapers later (Arks 
Publicity Ltd.). 

KAYSER BONDOR, using women's 
magazines and trade press for 
new Helenca nylon nts (The 
Robert Freeman Co. Ltd.). 

GAYWAY (TEXTILES) LTD. 
using national and trade press 
(Scott-Turner & Associates Ltd.). 

ZUBES cough mixture, using large 
spaces in national newspapers and 
extensive list of provincials 
(Napper Stinton Woolley Ltd.). 

ADASTRA (GLENNY AND 
HARTLEY) LTD., using nationa! 
daily, evening and Sunday news- 
papers, 205 provincial news- 
papers and trade press (Willing's 
Press Service Ltd.). 

SCOTT'S Porage, using national and 
provincial newspapers for record 
campaign (Colman, Prentis and 
Varley Ltd.). 

FLEXELLO castors, using pro- 
vincial newspapers, ma nes 
and trade press (Dudley Turner 
and Vincent Ltd.). 
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veryoue WaHils Bi Hy PP? 


B.O.P. sets out on another assignment to Effecting a bold ent 
test its resources to the utmost. box, B.O.P. is grab 
Willie, biggest noise in the precinct. 


Ov ZK 
a= A. Y > 


Quick-Brain Willie revolts, aiding B.O.P. 
in daring break-out. 


B.O.P. against prying agents. 


through the letter- Sent for by Big Chief, B.O.P. maintains 
by Quick-Brain unruffled poise, has all the answers. 


En route to friends, Quick-Brain protects Friendly mob gives 8.0.P. roaring 


reception. Among friends at last ! 


Preipei Ps 
Disaster! 8.0.P. falls into stra cvatonaed heavy tory bs top men fails 
hands again! Ambush by autoc to br B.O.P. WHA * will it do now ? 
leader of rival gang captures our hero! WILL it escape to — its urgent 


Boys Gun 


Advertisement Manager : George H. Phipps. 
LUTTERWORTH PERIODICALS LTD., 4 Bouverie Street, London, E.C.4. 
Phone : CENtral 1732-3 


IT WILL? 
Follow its fortunes this 
month and every month. 
B.O.P., the most reliable 
advertising medium in the 
field, reaches everybody. 
Let Lutterworth 
Periodicals’ own special 
agent increase your 
business by enlisting its 
aid in advertising your 
product NOW. 
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New 
Advertising 


Service 


for the North 


The aims of this newly-formed Advertising 
Agency are: 
To give first-class personal service. 


To use the experience and skill of its 
principals to the utmost for the benefit 
of its clients. 


To maintain the highest rao standard 
in the quality of its work. 


JOHN SLATER 
(Advertising) LTD. 


STANSFIELD’S BUILDINGS, SCOTCH STREET, 
CARLISLE, CUMBERLAND. Telephone: Carlisle 22029. 


: To our friends in the Newspaper and Periodical fields 
RATE CARDS PLEASE! 


—ee ae 


The ONLY aeronautical journal covering the whole world 
with four separate language editions in English, French, 
German and Spanish. ONE advertisement means simul- 
taneous appearance in these four languages. 


Top-ranking air transport and industry officials, 
purchasing and sales executives, scientists, and senior 
staff officers, read “ INTERAVIA. REVIEW ” regularly 


—not to _ professional 
oa pilots, private flyers 


The extensive circulation is due not only 
sistently high level of the magazine’s editorial 
first-class reproduction, but ulso to the fi 
identical four editions of each issue spare 
reader the strain of an unfamiliar 


*TRANSLATIONS? INTERAVIA will handle these for you free 


For advertisement rates, circulation data and further details, 
contact Miss J. BUNDY, INTERAVIA (U.K.) Léd., 27, 
Old Bond St., London, W.1, Telephone: MAY fair 1596. 


A team of junior representatives from Kemsley Newspapers Lid. met a 
team of agency space buyers in a darts match played at the White Swan, 
Fleet Street, which resulted in a 2-1 victory for the Kemsley reps. The 
yey and visitors, shown above, were: back al (l. to r.) M. Etter, 


Hawes (Ripley Preston Lid.), J. Hebditch, 


W. Shearman (Mather & 


Fle we Lid.), J. Sibcey (Nelson Advertising cid. R. Minors (Arks 
0 


Publicity. Lid.), and B. Sullivan; 


middle row: 


wnin Z,% Wallis, 


K. Wiltshire, B. Reeves (Reid Walker Advertising Lid.), G. . Hook 
(Garland Advertising Lid.), L. Ediker ~~ C. Edwards; front aie &. 


R. Franklin ag & Tilbury ee 


T. H. Wingfield, R. Smallpage, B 


Boon (Pictorial Pemuciy ors. ) 


gy > &. and H. Jones — d Martin 


Lid.). Space uyers’ agencies are given in brac 


@ Continued from page 3 
Ad scheme to 
boost hotels 


cight geographical groupings and 
sub-divided under coastal and in- 
land headings where possible. 

Hotels will be given one of 
three price categories: “A” for 
6 to 10 guineas, “B” for over 
10 guineas, and “C” for “terms 
on application.” Asterisks will 
denote hotels with conference 
accommodation. 

The campaign will be split into 
two parts, with a change of head- 
ing for each part. Advertisements 
Bey from January to June 

ill be headed “Explore Britain 
while the year is young,” and 
from late August to early Novem- 
ber, “Explore Britain in the full 
glory of Autumn.” 

Some justification for the “new 
and powerful form of presenta- 
tion” is given in the brochure. 

The brochure states that an 
appeal presented in an attrac- 
tive manner, and outlining the 
enjoyment to be derived from 
holidaying in this country is 
bound to arouse great interest 
generally, create new holiday- 
makers, and help to counteract 
the influence of the large 
volume of publicity devoted to 

a Britisher er 

rom t country to 

hotels. 


The Association warn that 
unless approtimately 1,000 mem- 
bers have “sufficient enterprise to 
support the scheme,” the whole 

will be withdrawn, and 
group advertising for members of 
the Association will be aban- 


doned. 
“No member can afford to stay 
out of this, the most important 
ign ever to be launched for 
the British hotel. Every member 
not included makes a powerful 
concession to his competitors.” 
Closing date for members to 
accept was last Monday, October 
4, but the Association state that 
it is too early to announce details 
of acceptances. 


G°OoLoF 
NAGS Captain’s Day 


Results: Lord Camrose a 
Trophy.—A. R. Everett; runner-u 
J. "Daniels after a tie e 3 
Glover, 4 G. Needham 

Canadian oo: 


Captain’s Prizes.—Old course.— 
F. G. Roe and G. Dobson; runners- 
up, W. A. Slark and D. Flower. 

cw course.—L. M. Masius and 

w. . Needham; runners-up, 
1H. Tilbury and R. H. Garey. 

Best Scratch Scores.—-New course, 
W. A. Slark, 76; old course, A. R. 
Everett, 77. Old Nags Cup (ages a 
and over).—E. C. Millard, aged 56 
La Coupe de Lapins (15-20 handi- 
caps).—T. V. Boardman. Weight 
for Age Cup.—Charles Graves. 

Poppinjays 

mk, FS. . 5AM 
oppinja ng ety autumo 
meeting held id at Laleham-on-Thames 

if club recently. Results: Singles 
Pineda medal) for the Helen O’Poppins 
Trophy:—F. Sands; runner-up, 
Norman Young. Barlow-Lawson 
trophy (best card from one of the 
eight founder members), R. R. 

hardson. Raiment trophy (best 
card 18 handicap and over), G. 
Ward Gough. 

Greensomes (bogey):—J. W. L. 
Blanch and Norman Young; 
| ~ R. R. Richardson and 
Maj. Cromer (USA), after a 
tie with Lr. Sands and Tony Harris. 
bythe were presented to the winners 

esident of the society, 
Willive, Gale ce — were 
Mus. Helen Brooks, pogeine, 
W. Gale, Stanh ee 


Jones and L. Ward-Jackson. 


Cricket 


Forum victory 


Following a challenge by the . 
of Forum Art Service Ltd. to the 
Ditchling Press Ltd., a cricket match 
between teams representin the two 
companies was played at the Ditch- 
ting round, and resulted in a win 

on Fora orum. The latter declared at 
110 for 8 wickets, while Ditchling 
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Copywriters 


(men or wouen) 


who are at present approach- 
ing the £1,000 mark but who 
_ believe they are worth more, 
are invited to get in touch, in 
confidence, with the Creative 


Director, 


Pritchard, Wood 


F. C. PRITCHARD, WOOD & PARTNERS LIMITED 
25, SAVILE ROW, LONDON, wW.1!1 , Regent 7080 
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ADVERTISER'S WEEKLY 


The New York Times The Washington Post Diario de le Marina 

Eine Suomen Kuvalents Neve Zurcher Zentung Svenska Day 
Damerne Troww La Prensa Zig-Zag Weekend Picture Magazine The 
bhemmet Stockholms Tidningen Nassau Tribune Adressavisen The Ni 
Tidende Uus Suom Neve Zurcher Zertung Montreal Star Got 
Sockhoims-Tidningen Trouw Hemmets journal The Washington Pi 
Universal Viegwereid Aftenposten Weekend Pucture Magazine SydsvlMr 
The New York Times Bergens Tidende El Espectador Hiemmet Ne 
an Gazette Weekend Picture Magazs ne Berlingske Tidende De 

eons es Family Hered s bys Star Stavan 

Hyemmet Nov etedes Washingt t for Damerne 
Montre Goted 


. ” 
ote We é y 
York Times The W st ) 
ven Kuvalent: , Leitun 
rouw La Pr Zag Weekend Pu 


Pyommet Stockhoims-T 
Tidende Uusi Suom Neugf Zurcher Zentung f 
Stockholms-Tidningen Trouw Hemmets Journal T 
Universal Viegwereid Aftenposten Weekend P © Magazine Sydsvenska Dagbiadet Alt for 
Oamene The New York Times Bergens | dende Espectador Hyemmet Neve Zurcher Zeitung 
Port of n Gazette Weekend Picture Magazine Berlingske Tidende De Sprege! Aftenposten 
Svenska Dagbladet Family Herald & Weekly Star Stavanger Aftenbiad Stockholms. Tidningen 


JOSHUA B. POWERS LTD. 14 COCKSPUR ST. 


favernational Publishers Representatives oe 


Aftenblad 


enposten Elite 
te Trouw Sto 
agazine Washingt 
de la Marina Aftenpatt er 
venska Dagbladet 


ork Times Berlingste 
oleborgs Posten La ingenera 
ington Post Svenska Dagbladet Ei 


Book space now in 1 the NEW 
Justice of the Peace 


LOCAL GOVERNMENT REVIEW 


THE MOST POWERFUL SELLING MEDIUM 
IN THE MUNICIPAL FIELD 


LONDON OFFICE:— 


L.A. WRIGHT, 11 & 12 BELL YARD, TEMPLE BAR, W.C.2 
TELEPOONS. COLE ened 


—3 OUT OF ,4— 


Retail Newsagents 
ORDER AND READ 
the independent trade Journal 


NATIONAL NEWSAGENT 
BOOKSELLER, STATIONER 


By far_the largest net sales 


as posTene” 


Cf (Soni * 


Ds 4 
_ 


SILK SCREEN ARTS | ie 


97 SHIRLEY ROAD, CROYDON 
AODODISCOMBE 3147°8 


HIGHEST GRADE 
CLEAN SHARP 
RAT TSMANS) 


SPEEDY SERVICE 
) EXPRESS ¢ 


J/ELIVERY oy 
Send for details and rate card 


Advertisement Manager, 
N.N. 


149, Fleet Street, E.C.4 
Tel.: CiTy 2604 (5 lines) 


HILL BROTHERS offer :— 
INTERCHANGEABLE NOTICE BOARDS 
PROTECTIVE GLAZING FILM 

WOT PROCESS TRANSFER BLOCKING FOILS 
ENGRAVED DIES OR TYPES 

(Bronze or Stee!) 


CYPRUS 
MAIL 


MASSEELEY STAMPING MACHINES sn Cyprus 
“amare” || Beoryees © English 
REBUILT BY who knows 
WELL BROTHERS (Service) LTD. it 
ACTON WORKS, BEACONSFIELD ROAD reads “{ 
W SaghemsGnewin assaise 0.0.46 29 Oaterd &.. Ws 


Ocroser 7, 1954 


Additions and amendments 
to ‘Advertiser’s Annual’ 


New publications and changes 
still make their appearance. Here is 
the October list in our regular 
service to subscribers to the 
Advertiser's Annual, 

Section and page numbers are 
given so that your copy of the 
Annual can be kept as up to date 
as possible. 

Future changes and alterations 
should be sent in writing to the 
editor, Advertiser's Annual, at the 
earliest moment. 


” SECTION 1 Newspapers 


LONDON FREE PRESS, 14 Old 
Queen St $.W.1; Trafal gar 6262 ; A. 
Mer., D. Fisher; c.w.1}’; cL.1s” 
n.c.6; c.d. Tues. ; t.pub. Dies 
ser. 65. 1.10/-; 
line. (substitute for 
THE FREE PRESS, p. 83) 
DEVON & DORSET REPORTER, 
34. West St Bridport; 2742; 
Reporter; A.Mgr., H. W. Little; 
L.Off. 231-2 Strand W.C.2; L. Te 
City 5906; L. Reps. Newspaper 
Representations Lid; c.w.1#"; cl. 
214”; n.c.8; cd. Wed.; t.pub. Fri; 
no mats; scr, 60. 1.3/-. 

(insert p. 100) 


LICHFIELD TIMES. Delete entry. | 


(p. 113) 
RUGELEY TIMES, - St Chrs 
Rugeley; 5; A. >. We 
Richards ; L.Off. 
E.C.4; L.Tel. 
Rep. P. Moon; 


34” Fleet St 
Central 


Par. 1/3 per line. 
Observer Series). (p. 
WALSALL OBSERVER SERIES, 
Observer Bldgs Bridge St Walsall; 
2137; A.Mgr., S. F. Richards; 
134 Fleet St E.C.4; L.Tel. 
Central 3913; L. Rep. P Moon; 
c.w. 1.11/12"; L.c.d. Tues; ser. 65. 
(Comb. rate covering Walsall Ob- 


server, Rugeley Times and Wednes- 
bury & 


Darlaston Times. 


1.17/6; 
Pros. & Coy. 


1.17/6; Par. 


Observer Bligs Bridge St Walsall; 
2137; A.Mgr., S. F. Richards; 
L.Off. 134 Fleet St EB.C.4; L.Tel. 
Central 3913; L.Rep. P. Moon; 
cw. 1.11/12”; cl24"; ne. 9; 
L.c.d. Tues; t.pub. Fri; scr. 65; 
N.S.45, 568 ABC. L.15/-; 
Coy. 1.15/-; 
Walsall Observer Series.) (p. 


TIMES, Wharfedale Chrs 
Head Wednesbury ; 
S. F. Richards; L.Off. 
; L.Tel. Central 3913; 
P. Moon; c.w.1.11/12”%; 

n.c.6; Lcd. Wed; 


t.pub. Sat; scr. 
65 14 -; Pros. 


& Coy. L4/-; Par. 


1 3 per line. (tSee Walsall Observer | 
Series.) (p. 133) 


SECTION 2 Magazines 
JOHN O'LONDON’S, delete entry 


Sameer, THE, 
Way W.C.1; Holborn 6325; A.Megr., 
Ww. J. Boyle: c.w.2”; €.1.6”; n.c.2; 
c.d. 5 wks preceding ; 
mth ; scr. 133, 
Q.£8/10/- 
H.£15; 
H£14; 


(p. 196) 
26 Bloomsbury 


P.£30; 


Q£8; E£4/5/: 
Q.£7/10/-; B£4; 
E.£3/15/-: 


H.£13; Q.£7; 


SHE, 21 Ebury St S.W.1; 
7221; 
| 24°; cidlg’; 
2nd mth preceding; t.pub. mthly; 
gravure. P.£265 
F.m.P. £290 and Pr. 
PAINT & WALLPAPER’ RE- 
TAILER, 24 Lever St Manchester 


c.1.10” 


£18/10/-; 


3913; ey 


| W.4; Chiswick 3359. 
| SOUTHAMPTON ENTERTAIN- 


2/6 per 
line. (insert p. 132) 
WALSALL OBSERVER & SOUTH 
STAFFORDSHIRE CHRONICLE, 


SMITH DALBY-WELCH 
11-12 


Pros. & 
Par. 1/9 per line. (tSee 
132) 
WEDNESBURY & DARLASTON 
Spring 
0146; A.Mgr., | 
134 Fleet St 
L.Rep. 
e117” ; 


| STUDIO COROT, 32 St 
| burgh Pl W.2; Bayswater 4 


t.pub. 15th of 
H4£16; 
;$.D.3; P.£28; 
6, P£27; 
12, P.£25; 
F.m.P.£35. 
(insert p. 207) 


Sloane 
Ayre; c.w. 
n.c.4; c.d. 22nd of 


A.Mgr., F. H. 


& Pr. to 1/16th; 
(insert p.277) 


1; Central 5525; c.w.2”; c.1.84’; 

n.c.3; t.pub. mthly ; scr. 100. P£18; 
H£l0; Q4£6; E£3/5/-; SD.6P. 
£17/5/-; H£9/7/6; Q.£5/10/-; E. 
£3; 12,P.£16/10/-; H.£8/15/- - OLS: 
E.£2/15/-. (insert 307) 
PAINTING & DECORATING, 


Cromford Hse Cromford St Man 
chester 4; Blackfriars 5379; Mahl 
stick ; A.Mgr., 
| 24"; 1.84" 
| t.pub. Ist of mth; scr. 120. 
Pros. & Coy. 2/- per | 

8.D.3, 
| F.m.P. 25% extra; 
| (as from Jan Ist, 

Journal of Decorative Art & 


J. Butterworth; c.w. 
; n.c.2; c.d. 8th of mth; 
P.£29; 
Q.£8/5/-; E£4/12/6; 
Paes, 6, Gaz; 12, G20; 
ColL.P4£6 extra 
substitute for 

British 


H.£15/10/-; 


Decorator, p. 307). 
FURNISHING WORLD, THE, 
180 Fleet St E.C.4; Chancery 8844; 
A.Dir., Arnold Nicholls; c.w.3}”; 
; nc.2; ed. 15 days preced- 
ing; t.pub. Fri; ser. 100. P.£32; H. 
Q£11/10/-; E£7; S.D. 
7,.P4£27; 13, £23/10/-; 26419; 52, 
£16; Col.P.£8 extra. 

(as from Jan Ist, p.327) 
METALLURGIA, delete 3rd line of 
entry. (p. 337) 


SECTION 3 


REGINA STUDIOS (SIGNS & 
DISPLAYS) LTD., 66 Waldeck Rd 
(p. 385) 


MENTS & PUBLICITY MAN. 
AGER. Tel. No. 23855 Ex. 341. 
(p. 390) 


SECTION 4 


CAREW WILSON MASSEY LTD., 
54 Victoria St S.W.1; > aw if 
) 
CRANE PUBLICITY Ltb. 1 
Fitzroy Sq W.1; Euston 8061. 


(p. 421) 
SINGLETON, L. B., LTD. 16 
Berkeley St W.1; Mayfair 9515; 
Le. ee (M.D.), we 


Courtney, J. A. White. 
(insert p. 435) 
LTD. 
E.C.1; 
(p. 455) 


Half Moon Court 
Monarch 9671. 


SECTION 5 


Peters- 


593) 

VALE STUDIOS LTD., 3 a 
— Rd S8.W.7; Knightsbridge 1987. 
(insert p. 593) 

ref F. SIGNS, 66 Waldeck Rd W4; 
Chiswick 3359. & 605) 
REGINA STUDIOS (SIGNS & 


| DISPLAYS) LTD., 66 Waldeck Rd 


W.4; Chiswick 3359 (p. 611) 


Universal Direct 


Mail Services 


In our last issue an advertise- 
ment for Universal Direct Mail 
Services Ltd. appeared on page 
688 without an address. The 
address to which the coupon 
should be sent is 80-82, Cromer 


| Street, Grays Inn Road, London, 


W.c.l. 
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APPOINTMENTS VECANT 


WADDICORS 


want a 


keen young 


TYPOGRAPHER 


for press and print work 
on a variety of interesting 
accounts. This is a position 
with opportunities to gain 
wide experience on booklet 
and brochure design as 
well as first-class press 
advertising mark-ups. 
Some Agency experience 
essential. Pension Scheme. 


Write Studio Manager, 
T. Booth Waddicor & Partners Ltd., 
38 PARK STREET, LONDON, W.! 


AMBITIOUS YOUNG MEN who wish 
to make a career in space-selling are 
required by a well-known Fleet Street 


Group of publishers. £7-£8 salary 
will be paid during comprehensive 
training. "Phone Mr. atthews, 


Chancery 8844. 


CLASSIFIED ADVERTISEMENTS 


RATES : APPOINTMENTS VACANT, 3s. 6d. per line, 405. per display panel inch. 
APPOINTMENTS WANTED, 3s. per line, 35s. per display panei inch. All other 
classifications, 4s. per line, 455. per yA, _ eb. Minimom, 3 lines. Box No. 
charge, one line plus 9d. covering pos Series rates on application: all 
advertisements u seven insertions MUST = PREPAID. Address *' Advertiser's 
Weekly,”” 180 Fleet Street, London, E.C.4. CHAncery 8844 (Ex. 25). 


APPOINTMENTS VACANT 


* The engagement of persons answering these advertisements must 


RETOUCHING ARTISTS 
COLOURISTS ‘ 
LETTERING ARTISTS 


Experienced personnel required to fill 
above vacancies. Hours 9 :0—6: 0, 
Mondays to Fridays. Top salaries paid in 
accordance with ability. Phone or write 
for appointment. 


GILCHRIST STUDIOS LTD., 


329, High Holborn, W.C.!. 
HOL 0481. 


ADVERTISEMENT 
MANAGER 


required for Publishing Company of 
Timetable Specialists & Official Hand- 
books & Guide publishers. Business 
established 40 years in Southampton. 
Applicant must reside in that town. 
Also able to Control Staff of Travellers. 
Vacancy due to retirement of present 
Manager with Established connections. 
Send particulars in first instance to 


Box 8971 
Advertiser's Weekly 180 Fieet St EC4 


PUBLICITY ASSISTANT (male, under 
35) for London post. Newspaper or 
periodical editorial experience Ability 
to write good English and knowledge 
of block ordering essential 
Box 9030 Ad. Weekly 180 Pieet St BC4 

ADVERTISEMENT SPACE REPRE- 
SENTATIVE wanted An excellent 
opportunity for the experienced man 
or woman who wishes to represent 
and become established with textile 
trade journal of superlative quality 
ots with details of past experience, 


ACRO require a Commercial Artist at 
their Barking factory, aged 20-23, to 
work on national accounts Know- 
,ledge of lettering, finished art, lay- 
outs, up to client presentation level. 
Experience not as necessary as ability. 
‘Phone for appointment : RI 
3521-2. 

GOOD ALL-ROUND ARTISTS are 
required for expanding Studio in 
Advertising Agency in the Strand. 
Pleasant working conditions. Good 
salaries. Address communications to 
The Managin 


Director, 


Box 8977 Ad, Weekly 180 Fleet St EC4 Box 8979 Ad. Weekly 180 Fleet St BC4 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


Cc. J. LYTLE 
urgently want 


COPY DETAIL & 
PRODUCTION 
STAFF 


Experienced Production 
men and women needed 
to work in a newly founded 
Traffic Department. 
Generous salaries will be 
paid and we shall see all 
applicants who have en- 
thusiasm and understand 
the responsibilities entailed 
in this work. 


Please i riting 
uae Ban ne eupeltapes 


TRAFFIC MANAGER, 
C. J. Lytle (Advertising) Ltd. 
2, 3 & 4 Dean Street, WJ 


MALE ASSISTANT, 


J thirties, 
good education, for publicity TR. 
ment. Large organisation, chiefly for 
reporting and sub-editing on 
magazine. Previous experience essen- 
tial 

Box 9029 Ad, Weekly 180 Fleet St BC4 


SAMSON 


accounts. Write 


need another 


BRIGHT YOUNG 
COPYWRITER 


to work with an enthusiastic creative 
team on an interesting group of national 


experience and salary required. 


Creative Manager 
SAMSON CLARK & CO. LTD. | 
57-61 Mortimer Street, | 
London, W.1. | 


CLARK’S | 


giving details of 


confidence, to: 


MEDIA 
MANAGER 


required 


This is a job for a man who is now a 
number two media man in a good agency, 
and is sure he is ready to become head 
of a media department in a medium sized 
| London agency. He will be expected 
to take full responsibility for planning 
schedules and buying. 


Full details and salary required, 


Box 8975 
Advertiser's Weekly 180 Fleet St EC4 


@ Present staff are aware of this advertisement. 
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CLASSIFIED ADVERTISEMENTS 
ee POIMTHENTS VACANT 


new APPOINTMENTS VACANT 
For Situations Vacant : “* The engagement of persons answering these adv«rtisements must GEORGE NEWNES 
West End Offices || motarsaitert maces waniionasseruseie || PUBLICITY 


GLOVERS 


Want Stoff as under 


CREATIVE 
COPYWRITER 


To work on Fashion and 
Consumer Accounts 


VISUALISER 


ble of producing 
roughs for submission to 
client 


PRODUCTION 
MANAGER 
Write in first place to : 


(M.D.) GLOVERS ADVERTISING Ltd. 
30 BOUVERIE ST., E.C.4 


he or she, or the employment, is exce 
Notification of Vacancies 


from the provisions of the 
1952." 


SENIOR 
COPYWRITER 


This is an opportunity for a 
versatile and experienced copy- 
writer. 

He will take charge of copy in 
a medium sized but expanding 
Agency with a variety of 
national and technical accounts. 
We want a man who will take 
a real interest in studying the 
product he is selling, write 
good copy and produce ideas, 
no matter how rough, for the 
presentation. 

Salary will be based on exper- 
ience and ability but we don’t 
expect to pay less than £1,000 
per annum. 


Write giving full details to : 


Box 8976 
Advertiser's Weekly 180 Fleet St €C4 


A MIDLAND 
ENGINEERING 
COMPANY 


manufacturing specialised pro- 
ducts require for their Publicity 
Department a first-class all-round 
senior man. He should have a 
knowledge of art work, blocks 
and printing processes and be 
able to prepare good style rough 
layouts for catalogues and leaf- 
lets. An engineering background 
and the ability to write-up the 
company’s products would be 
an advantage. Applications, 
which will be treated in strict 
confidence, should give details 
of past experience, present em- 
ployment and salary required. 


Box 9019 
Advertiser's Weekly 180 Fleet St EC4 


ASSISTANT ADVERTISEMENT MAN- 


AGER, aged 30-35, required by old- 


established trade journal. Must be a 


first-class Space-Salesman. Four-figure 
salary and obvious prospects for the 
right man. Applications will be treated 
as strictly confidential 

Box 8715 Ad. Weekly 180 Fleet St BC4 


AN OPPORTUNITY arises for a man 


able to write good English and who 
can produce rough layouts in a West 
End commercial organisation He 
will be required to work on leaflets, 
folders and press advertisements of a 
technical nature. Plenty of scope and 
a salary for man with initiative. 
md full details of experience, age 
and salary ae ected, to 
Box 8736 Ad eekly 180 Fleet St EC4 


PUBLICITY. Assistant Manager for 
Publicity Department of _important 
Printing Ink manufacturing company 
Age 25-40 Essential qualifications 
include sound education to matric 
standard, ability to write concise copy 
and feature articles and some layout 
experience Knowledge of printing 
processes an ee) Full details, 
stating present salary, 

Box 9048 Ad. Weekly 180 Fleet St BC4 


Requires First-Class 
LAYOUT MAN 


Agency experience and sound 
knowledge of typography essen- 
tial. Must be capable of pro- 
ducing slick pencil roughs, with 
reasonable figure interpreta- 
tion, publicising a wide variety 
of famous periodicals for Na- 
tional press campaigns, posters, 
folders, etc. Write in confi- 
dence, stating present position, 
career, age and salary required 
to 


Publicity Production Mana- 
ger, 

George Newnes Ltd., 
Tower House, 
Southampton Street, 
Strand, 

London, W.C.2. 


SPACE REPRESENTATIVE (male or 


female) required at Leicester offices 


of trade journal, “Knitwear and 
Stockings.’" Extensive experience on 
high-quality publications essential. 


rite in detail. to Circle Publications, 
Ltd., 47 Hertford Street, W.1, 
** Confidential.”’ 


later. 


Director. 


Copywriter 
required by 


TAYLOR ADVERTISING 


This is an opportunity to take control of copy for 
a wide variety of technical and industrial accounts. 
It will appeal to a versatile senior copywriter, with 
considerable agency experience, who now wants 
the wider interest and greater scope of a top post 
in an agency that is not over-large, but which has 
high standards resulting in healthy expansion of 
business. Commencing salary up to £1,500 accord- 
ing to experience, with prospect of directorship 


Write or telephone for appointment to Managing 


TAYLOR ADVERTISING LTD., 
Incorporated Practitioners in Advertising 
85 GLOUCESTER PLACE, LONDON, W.1. 
Telephone : HUNter 9851 


PRITCHARD, WOOD 
want a 
Typographer 
who is worth a 


FOUR-FIGURE SALARY 


to H. C. Caffin. 


We want a Typographer who is worth a 
four-figure salary. We are also prepared 
to consider those who will be worth that 
salary in the reasonably near future. Please 
write fully stating age and salary required 


F. C. PRITCHARD, WOOD & PARTNERS LTD. 
25, Savile Row, London, W.1. 
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Ocroser 7, 1954 


APPOINTMENTS VACANT 


EXPORT ADVERTISING 
SERVICE LIMITED 
REQUIRES 


ASSISTANT 


in 
Account Executive Branch 


The appointment offers good prospects 
for a young man, 22-24, who has had 
the right grounding in advertising on 
the client and or agency side and who 
is looking to establish himself as an 
Assistant to an Account Executive. 
Duties will be concerned with Overseas 
advertising exclusively and experience 
in this sphere would be an advantage 
but is not essential. 

A good salary will be paid and there are 
Superannuation facilities. 

Written applications giving age, ex- 
perience and personal history will be 
treated confidentially and should be 
addressed to the Managing Director 
at 22, Old Bond Street, W.2. 


CLASSIFIED ADVERTISEMENTS 
8 EEECINTMENTS VACANT: 


CLEMENT DANE STUDIO LTD., 
188 STRAND, W.C.2 


Another first-class 


LETTERING SPECIALIST 
needed — 


PLEASE WRITE GIVING DETAILS OF 
EXPERIENCE, ACE AND SALARY REQUIRED 


FIRST-CLASS 


PHOTOGRAPHIC DEALERS seek 

Artist for: (1) Ticket writing, (2) 

Showcard production, (3) Advertising 

ideas and layouts, (4) Leaflet prepara- 

tion. An attractive job for a versatile 
‘son Dixons, Buckingham Road, 
ware, Middlesex. 


ARTIST 
required for —, State present 
salary and give details 

Box 4797 Ad. Weekly 180 Fleet St BC4 


ADVERTISER'S WEEKLY 


APPOINTIMELA ay 


GREAT 
PROSPECTS 


for a young man who wishes to make a 
career in industrial publicity. One of 
the largest groups of companies in 
Britain is looking for a publicity assist- 
ant (age 25-30) co enlist in che publicity 
section of its Public Relations organisa- 
tion in London. 

Applicants should have « re 
knowledge of advertising, backed by 
Agency experience. General know- 
ledge of film production and other 
publicity techniques—including exhibi- 
tions—a decided advantage. Flair for 
handling ‘detail’ essencial. 

Salary and terms by arrangement. 
Apply, giving full details of career, to 


Box 9046 
Advertiser's Weekly 180 Fleet St EC4 


ACCOUNTS 


PHOTOGRAPHY. Experienced Opera- 


tor needed for studio Please give 
details and salary required to 
Box 8992 Ad. Weekly 180 Fleet St BC4 


COMMERCIAL ARTIST 


experienced in showcards and cut-outs. 
£500 to commence, write 
GIBBS & GIBBS Led. 
12 Cheapside, E.C.2. 
or Tel. City 5147. 


OPPORTUNITY FOR GOOD ALL-ROUND 
PRODUCTION MAN 


must have a sound knowledge of 
printing and process work, able to 
execute design and layout. A respon- 
sible position with @ view to executive 
post. Age 25-35. 


Box 8972 
Advertiser's Weekly 180 Fleet St €C4 


SPACE SALESMEN 


Count your blessings—and your travel- 
ling expenses. Earn (€25—430 com- 
mission weekly on established media 
near London. 


PHONE: PADDINGTON 1623 


AN EXPERIENCED LAYOUT ARTIST 


required for studio. Write, giving 
details and present salary, to 
Box 8548 Ad. Weekly 180 Fleet St EC4 


YOUNG ART STUDENT required to 


learn lettering and art work in film 
industry Particulars to 
Box 8984 Ad. Weekly 180 Fleet St BC4 


DEPARTMENT of 
medium - sized developing agency 
requires experienced book -keeper. 
Good prospects, Write fully, in 
confidence, stating age, salary, etc., 
to Managi Director, 
Box 8991 Ad. Weekly 180 Pleet St BC4 


CLASSIFIED ADVERTISING 
ASSISTANT 


(mate) to 


MANAGER 


required for rapidly expanding Department 
of leading City agency. A pleasant, 
happy job with good prospects is o we 
person capable of work quickly and 
accuratel, under busy conditions. Wriee 
in strictes, confidence, stating age, ex- 
perience and present salary to 


Box 9024 


Advertiser's Weekly 180 Fleet St EC4 


South Africa 
OFFERS MORE 


to an up-and-coming 


VISUALISER 


. «+ @ good salary and excellent prospects .. . 
wonderful working conditions in a wonderful 
climate ... the opportunity to “let yourself 
go "’ on many internationally famous accounts 
in a leading Capetown agency! 

The man we are looking for will be experienced in the 
creation of layouts that really work; have the ability 
to visualise and translate ideas into campaigns that really 
sell, and have a thorough appreciation of contemporary 
design and typography. 

Salary £1,500 per annum. Passage for self and family 
will be paid for the right man ; interviews will be arranged 
in London, 


Write as fully as you wish to : 


Box 8973 
Advertiser's Weekly 180 Fieet Street EC4 


PUBLICITY STUDIO of 
GEORGE NEWNES LTD. 


Top-Grade 


LETTERING ARTIST 


Fully experienced on all types of creative lettering 


Top-Grade 


RETOUCHING ARTIST 


Non-technical. Experience of figure retouching 
for newspaper reproduction essential. 


Both appointments immediate, permanent and pro- 


gressive. 


Scheme. ‘5-day Week. 


Excellent working conditions. 
Canteen. 


Pension 
Write giving 


details of experience, age and salary to Publicity 
Production Manager, George Newnes, Lid., Tower 
House, Southampton Street, Strand, London, W.C.2. 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


Thinking of 
getting into 
the TV SET? 


Octoper 7, 1954 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


of V 


Situations Vacant: * The engagement of persons answering these advertisements mast 
be made through a Local Office of the Ministry of Labour or a Scheduled Employment 

| Agency if the applicant is a man aged 18-64 inclusive or a woman aged 18-59 inclusive 
unless he or she, or the employment, is excepted from the provisions of the 
Notification acancies Order 1952." 


If you are about 25 years old, can write 
radio commercials and continuity (or 
think you are able to and can 

back your claim with some advertising 
experience) there is an opportunity for 
you to join the Radio and TV Depart- 
ment of one of London’s leading 
advertising agencies as Creative 
Assistant to the Department Head. 
Your creative work will be important; 
but so will be your ability to harmonise 
with the existing staff and to carry out 
quickly and accurately whatever radio, 
film or TV work is delegated to you. 
This is a chance to get in at the start of 


TV, when TV’s growth can mean rapid 
progress if you are right for the job. 
Write with details about your past 
experience in advertising, education 
and age to:— 


BOX 9045 
Advertiser’s Weekly, 180 Fleet Street, E.C.4 


® Naturally our staff have been 
advised of this advertisement. 


OPENING FOR 
FIRST CLASS 
COMMERCIAL ARTIST 


Prominent manufacturers in the Mid- 
lands require Senior Artist. The man 
we want must be a real practical worker, 
preferably with a talent for trade 
and technical advertising. These 
are the minimum qualifications: sound 
studio experience; first-rate knowledge 
of production; flair for lively presenta- 


tion; good working knowledge of 


typography. The normal programme 
covers press advertising, print and 
display From time to time the 
necessity arises to work at extreme 
high pressure. 

Applicants should state briefly: age, 
education, experience, salary required. 
Specimens would be welcomed and 
would quickly be returned. 

Apply Sales Director, 


Box 9047 
Advertiser's Weekly 180 Fleet St €C4 


LAYOUT ARTIST 


age 24-32 required by Kelvin & Hughes 

td., scientific instrument manufac- 
turers in their publicity department 
situated Leyton, London, E.10. Essen- 
tial qualifications are good creative 
ability, sound working knowledge of 
typography and some experience in 
the handling of technical subjects. 

The successful applicant will find this 
an interesting, progressive and perma- 
nent post. 

Write in first instance, without 
specimens, stating age, experience and 
salary required to: 

Personne! Department, Kelvin & 
Hughes Limited, New orth 
Road, Barkingside, Ilford, Essex. 


SPACE 


SHORTHAND TYPIST 
Fleet Street Advertising Agency. Con- 
enial surroundings. 9.30 to 5.30. 

Saturdays. ‘Phone: CEN. 8672. 


required by 


SALESMAN required by 
monthly trade journal publishers 
(London). First-class prospects for 
man with proven selling ability. 
Specsaniy to become Advertisement 

anager will mature for right man 
at an early date. Reply in confidence 
to 
Box 8983 Ad. Weekly 180 Fleet St BC4 


YOUNG MAN 


(22 to 30 years) wanted to run Adver- 
tising Department for firm of Food 
Manufacturers. State experience and 
salary required. 


Box 9020 
Advertiser's Weekly 180 Fleet St €C4 


PRODUCTION MAN REQUIRED 


by Lendon Technical Agency Able to 
order every type and block, cast off type 
accurately and make rough adaptations of 
advertisements and work without super- 
vision. State experience, age a 


required. 
Box 9032 
Advertiser's Weekly 180 Fleet St €C4 


VISUALISER 


wanted by 


Pritchard, Wood 


We are looking for an Artist who has had at least 


three years in Advertising Agency work and is 
anxious to extend his (or her) experience on important 
National accounts. Please write fully and state salary 


required to H. C. Caffin. 


F. C. PRITCHARD, WOOD & PARTNERS, LTD., 


25 SAVILE ROW, LONOON, W.1 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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LPPOINTMENTS VACANT 


COPYWRITER | 


to prepare copy for sales literature. 
Applicant should be capable of 
writing clear and interesting copy 


Fawley Road, Tottenham N.17 


‘CLASSIFIED ADVERTISEMENTS | 


APPOINTMENTS VACANT 


ADVERTISER'S WEEKLY 


VOUCHERING 


required 


Ideal prospects and working condi- 

Offi tions await the right man. Please 

Personnel ce, write for appointment stating salary 
GESTETNER LTD., 


required to:— 


STUDIO MANAGER 
EXPERIENCED Secretary Shorthand- ALFRED BATES & SON LTD. 
Typist required by Advertisement 130 PLEET STREET, £.C.4 
Manager ot weekly newspaper Must 
be capable and able to work on own 


ALFRED BATES & SON LTD. 
require a further top flight 


technical data supplied. 

Salary commensurate with experi- L ETT E RR l N G 
ence and ability. Good welfare 

and canteen facilities, write or A RT I ST 
"phone in first instance for appoint- 
ment stating age and salary re- 
quired to 


with Studio or Agency experience. 


This is a job in a small growing 
agency where he will have res- EXPERIENCED 
ponsibility and welcome it! There- 
fore, he will need a good know- 
ledge of typography and process. 
He'll really be ‘ 


not have a chat with us? 


initiative. Write, stating qualifications | sar gS PROMOTION DEPARTMENT 
and salary expect 


ed. of leading domestic appliance manu- 

Box 9001 Ad Weekly 180 Fleet St BC4 facturers Phe pow oy = Assistant 
(20-25) in Printing Section. No excep- 
tional experience, but an aptitude for 
PRODUCTION hard and conscientious work is 


required Five-day week Staff can- 


teen. West End office. Write 
MAN Box 9013 Ad. Weekly 180 Fleet St EC4 


FIRST-CLASS RETOUCHER ASSISTANT 
& LETTERING ARTIST 


We want someone with exper- 
oF gyal ag Enea Bor ience as an assistant in our 
=a ee Vouchering Department. 


4 Box 8942 Write or ‘phone: 
Advertiser's Weekly 180 Fleet St EC4 Manager, Voucher Dept. 
ADVERTISEMENT REPRESENTA. RIPLEY, PRESTON & CO. 


TIVES (two) wanted by Trade paper. A 
Terms by agreement. ‘Phone Adver- 


tisement Manager for appointment Ludgate House, 
CENtral 5985, or write not later than Fleet 
October 16 to 107-111 St., E.C.4 


Box 8905 Ad. Weekly 180 Fleet St BC4 


Telephone : CENtral 8672 
PROGRESSIVE publishing house re- 

quires Editorial Assistant. Knowledge | N COPY AND MAKE-UP 
of layout, reporting, etc.. an advan- weLERK wanted by high-class women's 
mee, Set not cssatil, os the gee magazine. Excellent prospects, Write, 
ce ee Smet se giving details of age, experience, 
ance essential. Write, in first instance, education, salary required, to 
to 
Box 8981 Ad. Weekly 180 Fleet St EC4 Box 9031 Ad. Weekly 180 Fleet & BC4 


ency and work with chaps who in London area, essentially one with 
ei Sepations his ere” if he engineering drawing office background 
wants to develop any other talents ped, —— of art in its indus- 
he will not be restricted. Why atte 


Box 8974 


a Box 9022 
Advertiser's Weekly 180 Fleet St €C4 Advertiser's Weekly 180 Fleet St EC4 


REPRESENTATIVE 


somebody " in the required for a Commercial Art Scudio 


Write in strict confidence giving details 
of experience and salary required. 


Experienced 
LAYOUT ARTIST 
Required to produce high- GENERAL ARTISTS 


quality work on a variety of 
consumer advertising campaigns. 


for creative colour work 


Do you want a job in a happy 
Wide scope for competent atmosphere, 5 day week, 
artist with experience of adver- money and prospects ? 
tising, print or display design. reati 
Write full details af coca Openings for remy © i 


designers (men) for showcards, 
cut-outs, etc., for quantity re- 
F. JOHN ROE LIMITED ——— by photo-litho, 
20, St. Ann’s Square op-class National accounts. 
, . . 
Manchester 2. wre ° "al og hm C.L.V. Designs, Led., 


wl. 
Tel.: BLAckfriars 9786 Shosrenor 6321. 


and salary to 


AN EXPANDING 
AGENCY ABROAD 


needs a young man 


possessing the ability and enthusiasm to hold an 
executive job, which, from the outset, carries important 
responsibilities. 


This vacancy presents a special opportunity to a healthy, 
personable young man, 27-30, single or married, with 
5-7 years’ all-round advertising background. He can 
look forward to an interesting career with good pay 
and allowances, generous pension, good living condi- 
tions, first-class passages and regular paid leave. 


The position is a responsible one involving contact 
with Africans and Europeans. The important qualifi- 
cations are character and self-reliance; a good 
knowledge of advertising practice in all its forms; 
some acquaintance with business administration ; and 
the initiative to make the most of a very promising 


opening on the management staff of West Africa 
Publicity Limited. 


The successful man wiil be given a short period of 
training in London and take up his duties in West 
Africa early in the New Year. Applications, in 
writing and in confidence, should give full details of 
personal history and be addressed to :-— 


The Managing Director, 
Export Advertising Service Limited, 
22, Old Bond Street, London, W.1. 


AN OPPORTUNITY 

for a young Advertising 
Executive to stand on 
his own feet.... 


A well established West End agency requires the 
services of an advertising executive, age about 
30 years, who feels the need to spread his wings. 
He must be a man of sound ability and integrity, 
able to discuss advertising problems at Director 
level. Whilst he will act as 4 liaison on existing 
accounts, he will not be expected to rest content, 
but will seek to broaden his talents of contact in 
the commercial world, particularly in the field of 
technical accounts. 

If this is the opportunity you are seeking, write in 
complete confidence to : 


MANAGING DIRECTOR, 
BOX 8907, 
Advertiser's Weekly, 180 Fleet Street, E.C.4 


(Staff members are aware of this appointment.) 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 64 


CLASSIFIED ADVERTISEMENTS 


PUBLICITY APPOINTMENTS VACANT 
MANAGER Situations Vacana * The engagement of persons answering these »dvertisements must 


be made A ay a Lecal Office of the Ministry of Labour or Sonoda Se wormed 
required in London. Ability to 


~ $4 the applicant is a man aged 18-64 inclusive or a woman aged 18-59 inclusive 
he or she, or the a t+ is qusagted from the 
= advertisements, sales Notification of 
re and organise mailing. 
Knowledge of all aspects of print 


Vacancies Order 1952.” 
ALBRIGHT & WILSON have a vacancy 
buying essential. Previous ex- 
perience of orening in 


in the Publicity Department, for a girl 
medical or similar wor’ 


ADVERTISEMENT and Circulation 
Representative for small Sussex weekly. 
Suitable married man; wife possibly 
as counter clerk. Small fiat (unsuit- 
able children) available on premises. 
— full details experience, age, etc. 

wages required, to 
Bor 9000 Ad. Weekly 180 Fleet St BC4 


OFFICE GIRL required (under 17) for 
filing, post and general routine. 
Knowledge of typing an advantage. 
Five-day week. Call Crane Publicity 
a Adam House, | Fitzroy Square, 


LEADING DEALER - SERVICE 
ORGANISATION requires enterpris- 
ing Sales Promotion Executive to 
develop enquiries for window display 
campaigns on behalf of National 
advertisers. Applicant must be man 
of ideas and ambition and able to 
create own advancement. Compre- 


(18-20) as progress end records clerk. 
Accuracy, retentive memory and 
interest in advertising ras 
than experience, but ¢ ucation 
standard cosential Hours Sis) 13, | COOD VERSATILE ARTIST required 
advantage. Salary according to No Saturdays, Lunch vouchers. Write Contes Mametian Tisess ant Cae 
qualifications. Write hensive details to fully to Publicity Manager, Albright wg Bye ey Ba ge A 4 
: Box 9049 Ad. Weekly 180 Fleet St EC4 Wilson Lid.. 49 Park Lane, W 1. Geet anise end guemein seven. 
Box %943 —ens Le fi gy re MAN. YOUNG ae “a Box 9002 Ad. Weekly 180 Fleet St EC4 
LR require or National Adver- uired ackaging firm ive-day 
Advertiser's Weekly 180 Fleet St EC4 tiser in London. General agency } mer a... 9 a.m.-5 p.m. Canteen | PRODUCTION ASSISTANT (male or 
experience and knowledge of print and on premises. Apply by letter, giving female) for Pharmaceutical House. 
ZC LIMITED 128 Baker Surect, W.1, direct mail essential. Applications will full particulars, Should live in area accessible to 
wire an experienced Male Lettering be treated in confidence required, to Cashier, Kingston. General production experi- 
Arta. Dicmeent working conditions Box 9014 Ad. Weekly 180 Fleet St BC4 tainers Limited, Cumberland Avenue, po ae gy 
and good salary to the right man. EXPERIENCED PRODUCTION ASSIS- Park Royal, London, N.W.10. : — ag | giving ull di 
for yintment by letter, or TANT wired by medium-sized | PUBLICITY ASSISTANT wanted by Bo $003 Ad veckh 180 Fleet St BC4 
he WEL beck 1876 agency. ood working conditions. large industrial organisation in She - . , y 
YOUNG LAYOUT MAN TYPO- Apply fieid Applicants should be about ACCOUNTS, Records and Statistics 
RAPHER required in medium-size _ Box 8987 Ad. Weekly 180 Pleet St BC4 25-30 years of age, with a good know- Clerk, preferably with experience of 
rs Advertising Agency. Sound, ADVERTISING AGENCY requires ledge of technical publicity, especially this nature in qrenentien with 
practical knowledge of layouts and experienced Production Assistant with in connection with preparation of press advertising, required . by 
t mark-ups Good prospects working knowledge of Process Engrav- (daily and technical) advertising, industrial company situated Leadon, 
Bon 8982 Ad. Weekly 180 Pleet St ECS ing and Typesetting. brochures and folders. Finished art S.W.1. £350-450 p.a., according to 
RCIAL ARTIST, with good Box 8986 Ad. Weekly 180 Pict St BC4 work will not be required. Ability to experience. Please write, stati og 
ae experience, seauiend “tor COPY DETAIL CLERK, experienced write good English in the form of experience, etc., to Box 25, K3257, 
udio in Manchester. Five-day week. Accuracy and attention to detail and b. et. — tt ae Shaftesbury Avenue, 
conditions and equipment. Give records geen qualification. Write, experience, age and salary required — — 
--F —_ of experience and salary giving brief outline e SAUER, etc. (um epanimens yet), to a YOUNG LAYOUT ARTIST to prepare 
in strict confidence and ealary r pired, to REE Box #990 Ad. Weekly 180 Fleet St EC4 leaflets pad prose Déverticoments ia 
Cc a ournal an OO! A 
oo sord Ad, Weekly 180 Flect %& BC4 Box 8993 Ad. Weekly leet St BC4 YOUNG MAN, completed National © bliehey jaan an = —_ 
Service, to join sales staff of London Pend to develop own design ideas, 
Commercial Art Studio. Previous but must have Basic practical know- 
experience an advantage. Write full ledge of type, paper and reproduc- 
iculars to tion and the ability to maintain simple 
ox 6994 Ad. Weekly 180 Fleet St EC4 departmental records of the work 
REPRESENTATIVE required for Com- passing through his hands. Pension 
mercial Art Studio in Central London. scheme y 
Must be fully experienced in this or Box 9007 Ad. Weekly 180 Fleet St EC4 
allied trade. Write full particulars to EXPERIENCED GENERAL ARTIST 


WANTED... 
Box 8995 Ad. Weekly 180 Pieet St BC4 for routine finished art work and 
LEADING “we ~*~ 
an artist intereste HOUSE. reas Magen C 


writer (male or female), Must be a “ ence and salary required, to Managing 
to write clear, lucid copy and to oath Director, Larder & Stevens Ltd., 
with medical department and a creative 72 Fleet Street, E.C.4, or ‘phone 
team. A medical or pharmaceutical CENtral 1422 for an appointment. 


background is necessary, and he or | COUNTY BOROUGH OF SOUTHEND- 
she should be available to work in a ON General Clerk (male). 


South-West London area. Progressive A plications are invited for the post 
tion with voluntary pension scheme P General Clerk (male) in the 
operation. State experience, age Publicity Section of the Town Clerk's 


and salary required. Write partment. Salary £495—£15— 
Box 8997 Ad. Weekly 180 Fleet St EC4 p.2. Preference will be given to 


i j ; YOUNG GENERAL ARTIST ired. licants who have had experience 

(and We can depend on it). Mornings are becoming Work entails lettering and ability to re) publicity administration and general 
pleasantly warm, lawns are turning green, swimming handle airbrush. Ten between 12-1 press A pater were 

j i » i i h i ication aina 
pools bh ~ nt bt d like it here, = Broductions “Lid., 65 <a aon. from endecsigned.” lications To3 
we'd like to come you—if you're a versatile, be delivered by Octo 16, 1954. 
creative studio man who can do neat and original x YOUNG LADY” Shorthand 
layouts, turn your hand to a spot of lettering and wemed ts Asieaat ta Coy” = 
not be ashamed of your figure work. Eripbai of Tochaical monthly victors 

The cost of living in Jo’burg is about the same Street. S.W.1 (ABB. ti2t) with 

as in England but the standard is considered higher. ticulars 
The climate? Most people reckon it’s about the  . 
finest in the world. Box 8998 Ad. Weekly 180 Fleet St BC4 


of experience ary 
required. 4 
ARTISTS WANTED for top lettermg 
> . omnes ph 9 or rm 1 
You won't be lonely either. All our studio YOUNG MAN required as Assistant in ability y week in 
: oduc Ww. soe average 

staff comes from England—all happily settled— ier yo gy oo ye H. & A. at ae A a 

come to work in their own cars—and still get a kick Wwe 


experience is essential. Full details to St.. 
out of buying cigarettes at 1/2d. for 20. 


lettering wanted to join Agency 
studio. Write, giving details of experi- 


in a new life 


Here in Johannesburg, summer is approaching 


ome re Lettering 
Artist required 
studio. Apply 
fArtins) Ltd., 


and Layout 
for well-established 
T. G. Williams 
55 Hatton Garden, 


ASSISTANT required (male) for Book 


Production Department of Publishing 
Knowledge of lay-out essen- 


Box 8999 Ad. Weekly 180 Fleet St EC4 | MAKE-UP es BD Cory “CLERK. age 


repaid out of salary. 


This advertising agency is one of the larger ones 
with branches throughout the Union. 
5-day week, have a compulsory Provident Fund 
and a Staff Medical Benefit Scheme. The salary 
we're offering is around £1,100 a year (plus or minus field 
depending on ability), plus free passage. 
have a family we'll advance a passage loan to be 


Our Chairman is in London at the moment and 
will be pleased to meet you and take a look at 
specimens of your work. Please phone first for 
an appointment—to Gordon & Gotch Advertising son & Co., 
Ltd., CENtral 4030 (Extension 13). 


A _ LEADING MANUFACTURER of 
Transformers in the London area is 
re-organising its Marketing Divisien 
with a view to future expansion, and 
requires a Development Sales Manager 
to take charge of Mavket Research and 
Sales Promotion in the industrial 

The appointment calls for a 

man with drive and vision, a practical 

knowledge of modern sales and re- 
search methods and accustomed to 
work closely with technical research. 

The company operate both Pension 

and Staff Bonus Schemes. Salary will 

be paid in accordance with qualifica- 
tions. Age. qualifications 

relevant details, to Box 45, R 

14 Wiliam IV Street, 
London, W.C.2 

ADVERTISEMENT TRAINEE REPRE- 
SENTATIYE wanted for London 
Office of Provincial Newspaper. Just 
completed noes _ State 
age, education 
Box 8980 Ad. Weekly 180 Fleet St BCA 


We work a 


If you 


SECRETARY 


21-30, required by 

magazine and publishing house. 

be expe . Pension fund. Staff 
canteen. Five-day 


required. 

Box 9012 Ad. Weekly 180 Fleet St EC4 
wanted by Account 
Executive of West End Agency. Able 
to assist in daily routine and act on 
own initiative. Position offers scope 
to anyone wishing to assist in L-~~ J 
accounts in addition to h 
typing. Knowledge of agency routine 
essential. Write, stating age, experi- 
ence and salary required, to 

Box 9016 Ad. Weekly 180 Fleet St BC4 


LEADING MIDLAND AGENCY wishes 


to get in touch with + peer visual- 
isers and designers wi a view to 
ing regular free-lance work. Reply 


letter as a preliminary to a 
ow in London with the J —-- 4 


fox 8793. Ad. Weekly 180 Fleet St BC4 


Phone your Classifieds to CHA 8844 (Ex 25) 
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“PPOINTMENTS VACAN 


YOUNG ARTIST 


with creative aptitude and able to 
produce good artwork, is 
required by @ small 


Box 9023 
Advertiser's Weekly 180 Fleet St EC4 


LAYOUT ARTIST required for Agency. 


with — a -- - “ cr’* 

work. ospects for right 

man, who oSbould te be under 35. Write, 

stating age, experience and salary 

required. 

Box 9009 Ad. weer i 180 Pleet St BC4 
PRODUCTION, man ——— 

for Agency. Capable of 

blocks and t Ability to to 


assist with layouts ay Good 
prospects. rite, stating age, experi- 
ence and salary required. 
Box 9010 Ad. Weekly 180 Fleet St BC4 
EXPERIENCED GENERAL — 
required by Rotary Hoes « 
at heir 
orndon, Essex, works. A high 
standard of lettering, layout and re- 
touching is essential. Write, with full 
details ad experience, age and — 


required, to The os Ma 
paery Hoes Litd., Sleneden, 
x. 


ASSISTANT TO MANAGING — 
TOR. A permanent fib 
excellent prospects is -- for rm 

mg man, age 24-30 
or advertising and ae ER 
work, with a company engaged in 
world sales of specialised engineering 
equipment. Duties would cover 
technical press adverts., sales litera- 
ture, editorials and exhibitions in 
conjunction with company's advertis- 
ing ~ ge Ss sales bulletin and 


staff and 
engineering background is desirabie. 
Pull executive position promised after 
the necessa experience has been 
obtained. case send full details of 
experience, age, etc. and salary 
requirements, to 

Box 9015 Ad. Weekly 180 Fleet St BC4 


TYPOGRAPHY. J. & P. Coats, Lid., 
require for their ‘Advertising 
Department Studio in Glasgow 
a designer to assist in ¢t raphy, 
lay-out and design of ial and 
publicity material for nati 


circulation. ypo- 
grepby essential. Superannuated post. 
fee ye ae in writing, stating age 
giving particulars of training and 
experience, should be addressed to the 
Personnel Manager, 155 St. Vincent 
Street, Glasgow, C.2. Full details will 
be given to those called for interview. 
WANTED. Visualiser for Manchester 
Adverti gency, mainly concerned 
Technical Advertising and 
. Applicants need not be 
fully trained, as training will be given, 
but must have reasonable experience, 
and a good educational background. 
Good prospects. Only those having 
completed their National Service (or 
exempted) need apply Full par- 
ticulars, in strictest confidence, to 
Box 9017 Ad. Weekly 180 Fleet St BC4 
GENERAL ARTIST required, able to 


with 


apoio. 
ork. Splendid opportunity for ad- 
vancement. Write for a intment to 
Box 8954 Ad. Weekly 180 Fleet St BC4 
= JOURNAL PUBLISHERS re- 
services of experienced gentie- 
»— & representative with a good 
comnection among isi agents 
and/or manufacturers of ding, 
cushions, pillows, etc. An interesting 


per 
annum 


plus Ly! commissi 
Should take £1 in first t, a 
onwards. Must be qragasel te travel; 
expenses paid. Preferably married. 
Box 8794 Ad. Weeklv 186 Fleet St BC4 
TRAINEE ARTIST (male), having com- 
pleted National Service and with some 
experience. Sawell Publications Lid., 
4 Ludgate Circus. E.C.4. "Phone. 
CEN. 4353 for appointment. 
WANTED. Young Artistic Designer for 
large Toys and Games Manufacturers. 
Five-day Canteen 


weex. facilities. 


Good ospects. Apply in writing, 
Cecil n Limited, 136 Penton- 
ville Road, N.1. 


Phone 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VASA 


YOUNG ARTIST, 
of age, required 
pany in ‘est M 
cub — By sts of Confectionery 

icit oO 
ocking. Applicants should have had 
training at a recognised art school, 
and are invited to write, giving full 
— of age, education, experience, 


Box 9005 Ad. Weekly 180 Fleet St EC4 
SPACE SALESMAN required by old- 
established trade journal, eventual 
appointment, advertisement yd 
Box 9006 Ad. Weekly 180 Fleet St EC4 
CLERK 


— 
express himself on paper and have 
some flair for visualising and —— 
Interest in selling, photography, com- 
mercial art and/or journalism advan- 
mereee Age 24-30 y to 
Box 9008 Ad. Weekly 180 Fleet St BC4 
SECRETARY SHORTHAND-TYPIST 
required, with knowledge of copy and 
blocks, for Publishers’ Advertisement 
Department. Good opportunity for 
somebody keen and intelligent. 
Box err d Ad. Weekly 180 Fleet St BC4 


APPOINTMENTS WANTED 


ART DIRECTOR 


requires change 


Experienced Agency man of first- 
class creative ability in B. & W. 
and Colour. Excellent background 
and good organiser with the 
right contacts among Artists and 
Photographers for servicing Big 
Accounts, and knows the market 
for the Smaller Account where 
economy in price and High 
Standard in quality are 
essential. 


Box 9021 
Advertiser's Weekly 180 Fleet St EC4 


YOUNG ADVERTISING MAN, five 
years’ Agency experience, seeks execu- 


Capable of 

advertising media 

Box 9037 Ad. Weekly 180 Fleet St BC4 
MAN of wide experience seeks first-rate 

post in commercial T.V. in England. 

At present director of commercial 

radio station abroad 

Box 9004 Ad. Weekly 180 Pleet St BC4 
TEXTILE DESIGNER requires work 

ai — am 3 *. ees and 


design. rience. 
Box 8919 Ho eekly 186 Fleet St BC4 
“ HAND — ad ay ef 
available. The Agency, 
Wigmore St... W. hy UNter 51 ais 
FILM TECHNICIAN (2), with wide 


range of production experience, wishes 

to 4 administrative position with 

pros yr education, per- 
a 


sonality ypeerence 
Box 9039 Ad. Weekly 180 Pleet St BC4 
age 26. 


ADVERTISER. 

ntative, 
odvertidas, and 
prospects of a position as account 
execative vith an established « . 
Box 9038 Ad. Weekly 180 Pleet Sx ECA 

PHOTOGRAPHER requires che 
ey experienced agency /Art ello 


Bor 8915 Ad. Weekly 180 Pleet St BC4 
EXPERIENCED LADY CoPy.- 


accounts for London A > 

Box 9034 Ad. Weekly 186 Pleet St BC4 
PRODUCTION EXECUTIVE, with 20 

years’ extensive all-round experience, 

seeks position with progressive 

agency or publisher. 

Box 9035 Ad. Weekly 180 Pleet St BC4 
QUALIFIED) ACCOUNTANT, — with 

come | ae agency experience, secks 


36 Ad. Weekly 180 Pleet St BCA 


MISCELLANEOUS 


TECHNICAL 
ILLUSTRATIONS 


For first-class work 
at competitive , prices 
—CONTACT 


TECHNIWORK LTD. 


28 LOWER MARSH, $.£.1 


WATerleo 3608 


PIN-UPS AND COVER GIRLS in stock 
for artists and advertising agents. For 
particulars of studio facilities and 
enormous model files, contact Philip 
Gotlop Photographs Limited, 24 ~?- 

on Church Street, W 8. Tel. 
ern 4130. 


CAREFUL 


CIRCULAR & SAMPLE 
DELIVERY 
in che Birmingham Area 
CENTURY PUBLICITY 


Rd., Birmingham 25 
Tel: ACO 0777 


1468, 


SPECIAL OFFER. Manufacturer can 
supply a large quantity of Ash Trays 
in superior material marked with 
company's name in time for Christmas 
distribution, or made ot own design. 
Very low cost. P.T. 

Box 9043 Ad. Weekly 180 Fleet St BC4 


PRINTERS 


SERVICE v0 PRINT BUYERS ! 

Our faciliti 1g. letterpress 

machining, indine and , i mailing, 

will more than recompense your 

interest in sending us an enaviry. 

LINCOLNSHIRE CHRONICLE 
Genera! Printing House. 

Waterside North, 


Telephone : Lincoln 666 


PRINTER WANTED for local Street 

Directories, 250-750 octavo pages. 

Service, Lid., 188-9 Strand, 
London, W.C.2. 


BUSINESS OPPORTUNITIES 


SHOW CARDS, CUT-OUTS 
ADVERTISING FOLDERS 


litho letterpress ( 
Wy rao o-tho ‘proces pam 


Fine Colour a> ies 
Telephone Boscombe 36835. 
Office 98-100 Fleet Street, 
B.CA. Phone : CENtral 1740. 


ee R.E.L. capacity svail- 
Good work at reasonable prices 
pr service. The Maydew 
Press, 71 Viaduct Rosd, Brighton. 
SPACE REPRESENTATIVE, London 
based. Proposition wanted. 


Box 8547 Ad. Weekly 180 Pleet St BC4 
A WHOLESALE Pr ary Speciality 
(Ltd.) for sale 
as & going concern, due to age of 
managing director. 
for Advertising Agency, 
yn director would co-operate 


Box S042 Ad. Weekly 180 Pleet St BC4 


SALES AND WANTS 


MULTILITH DUPLICATOR (Model 
1250) for sale. a with attach- 
ments, 9 ep A Takes paper 
up to 9 in. x 14 in . line and half- 
tone illustrations. in accurate 
register. Cost £586. Demonstration 
in London. Box R 21, 110 Old 
Broad Street, London, £.C.2. 


you Classifieds to CHA 8844 (Ex 25) 


ADVERTISER'S WEEKLY 


FREE LANCE SERVICES 


FREE LANCE ARTIST requires product 
iustration. aa of exceptionally 
h st jar 
on 8685 Ad. Weekly 180 Fleet St BC4 

a — 


Youll be be 
delighted 


Selene Ad sehenetlans vio 


in ‘all 
Box 8920 Ad. Weekly 180 Fleet St BC4 


WANTED, articles on =~ garden- 
itions, iT oor 
es 2 Ridiey 


imes. Write C. Paull, 
Pisce. Newca Tyne, |. : 
MAPS designed and drawn for aii 
Bor 8923 Ad. Weekly 180 Fleet St BC4 
MAPS are our speciality. The | 
Compilers of Ma aot 


Service, Pp 
Diagrams, 118 Old Christchur 
Bournemouth. (B'mouth 5226.) 


SALES LETTERS, Booklets, written to 
order. Most subjects. Satisfaction or 
no fee. Details: F. V. Giles, 6 St. 
Paul's Roed, Barking, Essex. 

ay. A Layouts, Artwork, Production. 


Sos 8966 Ad. Weekly 180 Fleet St BC4 
LAYOUT ARTIST (Ex. Fig.) specialises 
in folders and brochures, seeks com 


missions. 
Box 8549 Ad. Weekly 180 Fleet St BC4 


TENDERS 


BOROUGH OF FINCHLEY 


TENDERS ARE INVITED 
for the printing of an Official 
Handbook to the Borough 
Alternative tenders for 15, 
and 20,000 copies are required. 
The Specification and Form of 
Tender may be obtained from 
the Borough Librarian, 9, Hen- 
don Lane, N.3. 

Tenders, in the envelope 
supplied, and not bearing any 
name or mark indicating the 
sender, should reach the un- 
dersigned by not later than 
12 noon on Monday, 25th 
October, 1954, 

— er do not _ 
mseives to accept 
lowest or any tender. 
R. M. FRANKLIN, 
Town Clerk. 
Municipal Offices, 
Finchley, N.3. 


COUNTY BOROUGH OF SOUTHPORT 


SOUTHPORT OFFICIAL 
GUIDE BOOK 1955 


The Southport Corporation 
invites tenders for the ee 
of the 1955 Southport Offici 
Guide Book. Specifications may 
be obtained from the Genera, 
Manager, Publicity and Attrac- 
tions Department, Town Hall 
Southport. 

Tenders in plain sealed enve- 
lopes endorsed ‘* Official Guide 
Book Tender "’ in the top left- 
hand corner must the 
undersigned not later than 10 
a.m. on October 12th, 1954. 


R. EDGAR PERRINS, 
Town Clerk, 


Town Hall, 
SOUTHPORT. 


24th September, 1954. 
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Page-size to be 
ENLARGED 


from January 1955 


To cater for the increasing demand for bigger 
and better advertising spaces, Furnishing World 
is to increase its page-size to 11” x 8}" commenc- 
ing with the first issue in January next. The 
new type-area will be 10" x 7". The regular 
Art Supplement will also be enlarged to this size 
to provide an unparalleled facility for full-colour 
advertisements on first-class printing stock. 
Space rates will not be increased until lst January 
next and reservations for 1955 may now be 
made at the present rates, with the usual 
discounts for series insertions. 


No increase in space rates on 
orders for 1955 placed NOW 


BOOK YOUR 1955 series NOW! 


Ocroper 7, 1954 


— STOP PRESS — 


: Competition Challenge Cup was 

conditions won, for the first time, by the East 

and North-East London Master 

Until notification from Newsprint » 
Rationing Committee about condi- 
tions for new rationing period con- 
sumers are advised to assume con- 
ditions same as for previous period. 
Understood delay due to negotia- 
tions with Board of Trade about 
length of period. 


On Monday (October 11) a De 
Havilland plane will fly over 
centre of London 

in neon lighting: “Wanted 
—Two Million New Savers.” 
It is to draw attention to 


‘Still difficult to 
accommodate ads’ 


visiting Madrid and Barcelona with 
R. W. Andrews, advertising manager 
of J. Bibby & Sons Ltd. 

is to purchase reproductions 


New AP comic 


Amalgamated Press Ltd. are pub- 
lishing a companion paper to their 
“Jack and Jill” comic, aimed at a 
slightly higher age group, and called 
“Playhour Pictures.” First issue 


held in Sheffield area ron 
Berghs, 


Motor Show battle 


Competition battle between 


cash to cover cost of ingredients. 
Each competitor will name his or 


New Rootes car 


} 
P 
; 


ay 
il 


SINESS PUBLICATIONS Ltd., at their office at 180 Pleet Street, London. E.C.4. : Chancery 8844) 
y in Bagiand by St. Clements Press Lid. 7. . Wer 


Prin’ and 


Portugal St., Kingsway, London 
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' - H running from October to March cpace had Deen @ Coatese of Che year, oo Fe 
eae eee a next. pite technical improvements and Bane 
. ee eS ae ee See — 
’ Henry See, head of in accommodating all the Ei 2. 
a / srt overseas department of F. C. advertisements offered. Se 
4 ; a Pritchard, Wood & Partners Lid.. is aitieapislaliseadiionate = 
itt Feed. juttes First issue of the “Wallsend a 
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original S h paintings f in on gg oy - Pay ned a 
nal Spanish pa s for use is baits 
: pan ge und other printed by the mk, Bd ta a sob ee a 
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table oil, ete., to Spain. Tiss Gee of tom unane was wall eee 
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cusniafiahihesamepiiioe ish, i 
_ Thomas E. Utley is leaving “The di teas 
Times” where he is a leader writer + il: 
to join “Spectator” on November 1 ‘ E 
a i pole ever oct Uy 
is well-known Conservative propa- aoe. 
gandist and move indicates develop- ae 
will be on sale mext Tuesday. It ment of “Spectator” as more ie 
will be a weekly, selling at four- definitely Right - wing periodical. We 
I pence, and will be advertised in the Understood vigorous attempt to be oe. 
“Radio Times,” the “Star,” “Every. made to achieve predominance in i a 
body’s” and provincial newspapers. serious press field. ls ee 
Its 16 pages > = devoted entirely ———— Rete. ao 
to pictures. No advertisements will ete. 
be carried by the comic for the time Norman Moore ate: 
being. Sao Norman Moore, president of the = Bas. 
is to be ‘Advertising Association, left hos 7 , 
os 
Kemsiey recent operation. Fa 3 ; 
Newspapers Ltd. To promote sales Mee ea, ge ae. 
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Se Yesterday (Wednesday) | “Daily 
Po Express” announced “£10,000 Car OME SS 
' Contest” in which “ten 1955 Motor eee 
REE any, Show models must be won.” Neither f >. 3 
p) are launching per has yet further released details eo 
ee wal-purpose light of their competitions. e. ec: 
pounced in large Meanwhile “Daily Herald” is to oe 
a Sh 
pers, magazines will receive car — “garage and cas ies, 
— ress. Agents are running expenses years, or the — 
- td. The new car "™oney in cash. Pe, 
; « iliman Husky. ” ll 
vA Malcolm McCorquodale, MP. as 
Fur ~ i gs will preside over festival dinner of ie j 
; Lioyd Memorial (Caxton) Seaside me 
: Home, at the Connaught Rooms, re, 
London, on Thursday, October 14. a Zl 
or Guests of honour will be Frank . a 
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